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They know the sales magic 
in Eagle’s sensational 


red top “stoppers”... 


“EVER-HANDY” MERCHANDISERS DO THIS FOR YOU! 


INCREASE SALES — through impulse buying. Customer sees — 

selects (cartridges are clearly labelled) — buys. 

PROTECT YOUR PROFITS — All sizes retail at one price — 15¢ per 

package. No guesswork on price. No counting games with 

“bakers’ dozens”. Your profit is assured. 

SAVE CLERKS’ TIME — Customers can quickly choose size, head 

style, length, finish without help from clerk. 

CUT OUT THE INVENTORY BUGABOO — Inventory is fast, simple, 

accurate. No stock mix-up or broken packages. Replacement AW 
stock is always handy to refill units already sold. 


HERE'S WHAT YOU GET WITH EACH “EVER-HANDY'"' ASSORTMENT 


Free, sturdy wire display rack with 72 clear-vue red top cartridges (6 cartridges each 
of the 12 fastest selling sizes). One complete replacement package of 72 cartridges. 
Just place one or more of these silent salesmen on your counter and 

watch your fastener profits climb! 


the EAGLE LOCK COMPANY 


Inc. —TERRYVILLE, CONNECTICUT 





Subsidiary of Bowser, 


be sure to specify 


fe First orders may come easy today, but C E N j RK A Lo 


top quality merchandise is the answer to 


steady, repeat business. Therein lies the suc- precis ion -made 


cess story of Central Packaged Fasteners! 


First, the neat, attractive, colorful Central e A C K A G J D 


package captures the attention of customers 

and gets the initial order. Once used, Cen- & A % T E | E R & 
tral’s clean, sharp, burr-free, precision-made 

fasteners prove their easy driving and pow- @ WOOD SCREWS @ STOVE BOLTS 


erful holding qualities to generate steady, ® TAPPING SCREWS @ DRIVE SCREWS 
active, repeat trade. Central’s color coded © MACHINE SCREWS © SEMS SCREWS 


labels speed sales showing type, size and a . -_ 
head styles at a glance. Specify Central WING NUTS AND CAP NUTS © THUMB SCR 


Packaged Fasteners to make and remake STANDARD SLOTTED AND PHILLIPS RECESSED HEADS 
sales, win and re-win customers. @ HEXAGON AND SQUARE NUTS @ WASHERS 


LOS ANGELES, CALIF * CHICAGO, ILL 


"You Can Depend on Central’' 


) CENTRAL SCREW COMPANY 


3501 SHIELDS AVE., CHICAGO 9, ILLINOIS 
3028 —. ELEVENTH ST. LOS ANGELES 23,CALIF. © 149 EMERALD ST., KEENE, N.H 





continuous kwikset service 
throughout the nation 


-KWIKSET recognizes the fact that service to our customers is continuous. 
Therefore to serve the needs of the building industry 
KWIKSET maintains an efficient, capable nationwide sales and service organization. 


The men representing this organization, are noted for their dependability, 
experience and courtesy, and are another factor responsible for the 
more than 17 million KWIKSET locksets in guaranteed trouble-free service. 





SAM GILBERT 
PAUL JAFFEE 
GUS BERLINER 
SCOTY MEANS. 
M. A. RAMBO 
ROBERT J. SCHULTE 
EARL. stg 2 
HARRY W. STOVALL 
PAUL STUMB 

. NATHAN L. SCHIEBER 
GILBERT SWANSON 
EDWIN L. HOSEUS 
DAVE MALLIMSON 
FRANK J, NOYES 


SERVICE COMPANY - ANAHEIM + CALIFORNIA 


OOxrOGraan- 


FULLERTON, CALIF, 
LOS ANGELES, CALIF. 


. PORTLAND. ORE. 


ALBUQUERQUE, N. M. 
TEMPLE, TEXAS 

ST. Lovis, MO. 
JACKSONVILLE, FLA, 
WILMINGTON, N.C. 
NASHVILLE, TENN. 
CHICAGO, LL. . 
STILLWATER, MINN. 
CINCINNATI, OHIO 
GREAT NECK. N. Y. 
EAST ROCHESTER, N. Y. 
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@ You can’t beat 
this special 


NICHOLSON 


Chain Saw File 


OL 
Rea SOy 
U.S.A. 








ifferent 
Cuan saws are very di 

from all other saws. That makes 
it necessary to have very differ- 
ent files for sharpening them. 


- in die 
Nicholson has pioneered in 
veloping exactly the right types 
for chain saws. 


OLSON and BLack DIAMOND 
oe Saw Files have no superior. 
They're made right to file ya 
For round-hooded chain saw ee 
(the most widely used) the a 
Chain Saw File No. 84 is positively 
unbeatable. (Length, 8"; anaes. 

ye") Its special spiral cut is @ 

just the right angle for sharpening 
and smoothing at the same time. 
Tooth after tooth can be filed 
uniformly with its crisp bite. 


ich iamond 
Nicholson or Black Diam: 

} ast Chain Saw Files are: bony 
85, 8’ x 5g”, and No. 86, 8” x %". 
. . . 

dealer for the NICHOLSON 

io DIAMOND brand and be 
safe, thrifty .-- and delighted. 

NICHOLSON FILE COMPANY 

on 23 Acorn Street 

Pe <% Providence 1, R. 1. , 


mee“ 1a: Nicholson Pile Compan 


<< ; 
Gcanese Ltd., Port Hope, Ontario) 


NICHOLSON 
SOLES c2ege.” 
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Chain Saw Files 


are important items 
for hardware stores 


The growth in the use of chain saws is tremendous. Their 
fields lie all around the average hardware store. Not only 
lumbermen and pulpwood cutters, but farmers, tree surgeons, 
land clearers, and even sawmillers, have adopted them. Keep- 
ing them in good working condition requires frequent filing. 


Chain saw teeth are of various types—practically all of 
which can be kept in sharp-cutting trim with the four types 
of Nicholson Chain Saw Files shown here. What’s more, these 
files are the most widely advertised.* They are easy to sell. 
Customers have no hesitancy in buying them... because 
“NICHOLSON” is easily the best known and most highly 


regarded name in files. 


ASK YOUR WHOLESALER 


as to the right proportion of each of these types you should 
carry for your particular trading area: 

NICHOLSON ROUND CHAIN SAW FILE NO. 84. Most widely used type for 
round-hooded teeth. Uniform spiral cut has special shearing angle 


for sharpening and smoothing at same time. 8” length, 1/4” diameter. 
Also made in 5/16” (No. 85) and 3/8” (No. 86) diameters. 


NICHOLSON FLAT CHAIN SAW FILE with two round edges, for plain cutter- 
and-raker type teeth. 7” and 8” lengths. 

NICHOLSON SQUARE CHAIN SAW FILE, for simultaneously filing of two 
cutting edges of square-hooded teeth. 6” length, 7/32” square. 


NICHOLSON LOZENGE CHAIN SAW FILE, for filers who personally prefer 
the diamond-shaped cross-section to the square for filing square-hooded 
teeth. Length, 6”. 


Hols, NICHOLSON FILE COMPANY 


2 u.s. A.” 25 Acorn Street, Providence 1, R.I. pat 
(In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) 








_—— LIKE THIS will appear in these leading farm magazines 
in September: Country Gentleman, Farm Journal, Capper’s Farmer, Pro- 
gressive Farmer. 
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@ Although two chains may look alike, theirend Alike in looks, yes—but that’s as far as it goes. Then 
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tion 18 made. For instance, the three heavy makes all basic chain patterns so you can sell the of their 
welded chains in the middle above appear almost 4..4 (and most economical) chain for every use.” they we 
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general service where great strength is not re- Check your stock. Mark down the items to be 
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Just Among Ourselves 


Informal Editorial Comments 
By W. A. Phair 


Self-Service Is 
No Miracle Drug 


We all recall what happened when the medical 
profession introduced the new series of ‘“‘miracle”’ 
drugs to the world. 


All of us, you and me included, didn’t bother 
to read the fine print in the description of these 
drugs. We jumped to conclusions that were not 
warranted by the facts. We pounced upon mere 
hopes and accepted them as accomplished facts. 


We all expected, literally, miracles from these 
new drugs in curing everything from cancer to 
falling hair. And there were quacks who fed 
upon our ignorance and exploited the idea of 
miraculous cures. , 


The consequence was the misuse of the drugs, 
ending sometimes in death. 


Then as time went on we slowly learned the 
true facts about these new drugs. We learned 
of their specific limitations. We learned that 
they were most effective under some circum- 
stances, but downright dangerous under other 
conditions. 


Today we accept them for what they really are 
and derive great benefits from their proper ap- 
plication. 


The self-service situation today is quite sim- 
ilar. 


Self-service and its implications are not thor- 
oughly understood by all of us. There are too 
many experts preaching of the miracles of self- 
service, experts who have little real knowledge of 
‘either hardware or salesmanship. 


We can see an inclination of some dealers to 
pounce upon self-service as a cure-all for their 


store problems. They look upon it as some mi- 
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raculous means of making their store doubly 
profitable overnight. 


I suppose that just as we went through a shake- 
down phase with the miracle drugs, so shall we 
have to go through a shake-down period with 
self-service in hardware. 


Eventually the place of self-service in hard- 
ware retailing will be understood. But it is al- 
ready certain that self-service is no cure-all; it 
is no retailing miracle as far as hardware is 
concerned. It is no substitute for good merchan- 
dising. 


To the contrary, it actually puts a premium on 
good merchandising. 


The very expression “self-service” is confus- 
ing. To some dealers, the mere installation of 
check-out counters implies self-service. Nothing 
could be more wrong. 


Self-service is, more properly, a selling phil- 
osophy; a concept that impinges upon practically 
all phases of retail selling—packaging, promo- 
tion, store layout, fixturing, accounting, etc. 


From the experience our trade has had to date, 
it appears that under some conditions self-ser- 
vice is of value in the fight against steadily ris- 
ing selling costs. In fact it may turn out to be 
one of the most important weapons in this fight. 


But there is no need for haste in rushing into 
this field. Weigh the experiences of others; 
learn all you can from the trials and experiments 
of others. There are some organizations in the 
hardware field that have the facilities for doing 
this sort of experimenting that the average store 
itself cannot undertake. Learn of the results of 
these efforts. 


One of the best ways of keeping abreast of 
what is happening in self-service is through 
careful reading of each issue of HARDWARE AGE. 
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In this issue you'll find two very interesting 
discussions of self-service that took place at the 
NRHA convention. 


We publish these articles not because we be- 
lieve you should rush into self-service; rather 
we publish them to keep you informed and to 
give you the facts that will enable you to make 
an intelligent decision of your own, based on the 
specific problems you face in your own store. 


First, Cut Your 
Own Grass 


The old story of the grass being greener on 
the other side of the fence often applies to hard- 
ware dealers. Sometimes we spend so much 
time looking for new items and new lines that 
we neglect our bread and butter business. 


Often we try to kid ourselves by saying we’re 
looking for traffic builders, while all the time 
the real traffic builders are right in the store 
now—but we fail to see them. 


While we’re worrying about getting new lines, 
we are frequently guilty of letting profitable 
business, that is right in our hands, slip away 
unnoticed. Unnoticed, that is, until it is lost. 


That is happening right now with lawn 
mowers in many hardware stores. 


A hardware store is the most logical outlet 
for mowers, both hand and power. Mowers blend 
with the basic concept of a hardware store far 
more sensibly than some of the new lines that 
are cropping up in stores these days. 


Despite the natural advantages of selling 
mowers, dealers are literally giving away little 
pieces of this business each day. 


Dealers who have grasped the importance of 
mowers, especially the power types, have found 
them very profitable, not only for the mower 
sales themselves, but in the related items that 
are bought by the owner of the power mower. 


Too often when a dealer is warned of what 
is happening, he implies that it can’t happen to 
him; that the hardware dealer has a vested 
interest in power mowers. 


An attitude of that type is nothing short of 
tragic. No one has a vested right in anything 
these days. You get what you earn. A hard- 
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ware dealer will have the power mower busi- 
ness just so long as he deserves it. 


If this business is let slip by, no amount of 
indignation, no amount of cries for “a law 
against it,” will avail a whit. 


In the hardware business, as in any business, 
the final decision is based on the simple ques- 
tion, “who does the best selling job?” Not 
today, nor just tomorrow, but all the time. 


The hardware trade moves a _ tremendous 
amount of mowers each year. But they could sell 
many more. 


A mower can’t be sold as you would a can of 
floor wax or a roll of tape. Mowers are major 
appliances—big ticket items. They require spe- 
cial selling; they require demonstration and 
competent product knowledge. They need floor 
space and they need promotion. In terms of dol- 
lars in the bank, they pay well for these extra 
efforts. 


This year’s selling season is just about ended. 
Soon the new models for 1954 will be unveiled. 
It’s not too early to review your experience of 
the past season and to make note of your mis- 
takes of the past year so they will not be re- 
peated next year. 


You can start planning now for a better 
volume next year. Appoint one of your men 
to read and study manufacturers’ literature this 
season; have him familiarize himself with the 
features of Sears’ mowers and their prices. If 
at all possible, let him attend a manufacturer’s 
service school. 


If yours is a small store, one of your regu- 
lar personnel could specialize at least to this 
extent. 


Then plan your promotion for next spring, to 
make your shopping area fully conscious that 
you are mower headquarters. 


You’ve got the mower market now, but many 
other outlets are looking at it enviously. 


When another outlet takes on lawn mowers, 
it’s only a matter of time until they also add hose 
and seed, garden tools and wheelbarrows, and 
other items that you would normally sell. 


You won’t just lose the mowers, you'll lose 
a great portion of your profitable Spring busi- 
ness. 
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You can stake your reputation on 


LOCKWOOD CLOSERS 


And Lockwood backs you up on this with its 2 year unconditional guarantee. 





Proof of dependability in Lockwood door closers lies in the years of trouble-free 


service they are giving some of the most heavily traveled doorways in the world. 





Super Powered Spring 
guarantees normal closing 
speed under extreme draft 
conditions. 


Friction-Free Power from exclusive Lock- 
wood ball-bearing suspension. 





Leak-Proof Gland and 
Splash Chamber ensures 
year-round maintenance-free 
performance. 


Oversize One-Piece 
Shaft and Pinion 
eliminates all failures 
from twisting, bending 
or shearing. 





GUARANTEE 


Lockwood ball-bearing 
door closers are uncondi- 
tionally guaranteed for 2 
years, except when mis- 
applied or abused. 


Deluxe Screen and 
Storm Door Closer — 
Totally enclosed, extra- 
powered spring. Additional 
bumper spring prevents 
damage when back swing 
is excessive. 
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LOCKWOOD HARDWARE MANUFACTURING COMPANY 


Fitchburg, Massachusetts 
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sah ashington 
The NEWS and Views 


By Washington Bureau of 
HARDWARE AGE 


Excise Cuts Now A Dead Issue; 
Reed Hopes for Action in '54 


Excise tax repeal was regarded on Capitol Hill 
recently as important enough to justify scheduling 
of night committee hearings. But not vital enough 
to stimulate decisive action. 

Following Congressional passage of a bill to drop 
the 20 pct tax on movie admission tickets, the way 
could have been opened for similar aids to sellers of 
major appliances, power mowers, and other hardware 
store items. 

Word of White House opposition to any kind of 
excise tax scrapping however, made the law makers 
wary of setting up bills for a presidential veto. 

In and out of Congress, there’s been a mounting 
disapproval of any effort to deal with excises on a 
bits-and-pieces basis. This sentiment was voiced on 
the Senate floor when the movie admission tax bill 
came up for a vote. 

At that time, though, a strong and successful plea 
was made for not adding amendments to provide 
excise tax relief for various business fields for fear 
of further reducing treasury revenues. 


OUTLOOK—The House Ways and Means 

Committee excise tax hearings, booked to run 

& into early August, opened only after Chair- 

man Daniel A. Reed said he would not push 

for relief this year. He foresees a better 
opportunity for tax-cutting in 1954. 


$5,000-Plus Income Groups Seen 
As Ripe Major Appliance Market 


The retail market for major appliances is to re- 
main strong throughout the balance of this year, a 
new government marketing study shows. 

Consumers believe the lower prices, and the wider 
selections of merchandise that characterize the 1953 
market as compared with 1952, make this a good time 
to replace or add to their household equipment. 

A sampling of family buying plans conducted by 
the Federal Reserve Board shows a great increase 
over last year’s plans for buying TV sets, washing 
machines, refrigerators, radios, and furniture. 
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And a number of families are expecting to get bet- 
ter quality for their cash outlays. 

Families with incomes of $5,000 or more now ac- 
count for 40 pct of all buying plans for this season. 
Last year, this figure was only 30 pct. 

But consumers earning less than $3,000 annually 
now account for only 25 pct of all prospective buyers 
as compared with 33 pct last year. 


OUTLOOK—There’s no sign of _ slacken- 
ing business activity in sight. Production, 
# income, spending, and employment are at or 
near record levels. Total national employ- 
ment, for example, is now at the all-time high 

of 64 million wage and salary earners. 


TV Forecast—A Boom Market 
Depends on Retail Prices 


The groundwork has been laid during the past year 
for a boom market in television sets if factory and re- 
tail prices can be held to levels which won’t create 
added consumer resistance. 

Since the lifting of the freeze on new transmitters, 
the way has been cleared for construction of more 
than 400 new stations. 

This means that within the next 18 months, TV 
programs should be coming from upwards of 300 cities, 
located in all states except Vermont, and in Hawaii 
and Alaska. TV then will be available to a majority 
of homes. 

Color television is definitely in sight. The TV in- 
dustry has agreed upon a single system—the com- 
patible method, which means that color programs cad 
be received (in black and white) on standard sets 
without adjustment or change. 

One network is already telecasting compatible color 
on a limited basis. Next month, another will begin 
sending out color programs to some of its affiliated 
stations. 








OUTLOOK—Imminence of color is certain 
to bring temporary resistance to standard 
, set sales, but look for this td be erased by 
extra sales effort. Color receiver prices won't 
be within the reach of the average buyer /or 
at least two more years. 
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O10 YOU KNOW THAT- 


WS 


McKINNEY HINGES are precision made of 
quality metals? 


McKINNEY HINGES are available in all stand- 
ard sizes and finishes for every hinge need? 


The pins are perfectly rounded by a special 
rolling process to a tolerance of plus or minus 
one one-thousandth (.001), to assure proper fit 


ee ee eee 


get bet- with no looseness or wobbling? 
* 
now ac- 
3 season. McKINNEY PRIME COATED HINGES are 
carefully and thoroughly bonderized to prevent 
annually rust creeping? 
e buyers They are prime coated with a neutral prime color 
approaching the tone of natural wood? 
slacken- No extra primer is needed when painting them— 
and they take varnish or stain as well as paint? 
e at or e 
employ- McKINNEY BEARING HINGES are available 
me high with self-lubricating Oilite bearings (oil impreg- 


nated powdered metal) at the same price as 
ball bearing hinges? 


McKINNEY STRAP AND TEE HINGES AND 
HASPS are furnished bulk packed in protective 


ast year boxes, which are then packed in convenient-to- 
and re- handle shipping cartons? 
t create * 


McKINNEY SCREW HOOK AND STRAP 
HINGES have forged pintels with cut threads? 
2 
AND, DID YOU KNOW that these are some 
0 cities, of the features that make MCKINNEY HINGES 
Hawaii so acceptable everywhere—and therefore so 
easily salable? 


These are the basic reasons why architects, 
builders and owners alike agree that—“‘To be 
sure, you couldn’t make a better choice than 
McKINNEY HINGES!” 


Order McKinney Hinges from Your Jobber 
le color 
] begin 
ffiliated 


cortin McKINNEY 


andard 
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LATEST 


Socket Wrenches 


Hollow head screw and metric- 
size socket wrenches, made from 
special alloy steel and chrome 
plated, have been added to the Proto 
line. Hollow head sockets include 
ten % in. drive sockets, ranging 
in hexagon bit size from 4% to % 
in. and accommodating Allen-type 
screws from % to % in. Three 
sockets have extra long bits for 
special jobs. Metric-size sockets in- 
clude nine % in. drive sockets with 
openings from 4 to 12 millimeters 


and twenty % in. sockets (illus- 
trated) with openings from 12 to 
32 millimeters. Plomb Tool Co. 


For more data circle No. 1 on postcard, p. 93 


Automatic Toaster 
Toastmaster Super Deluxe Model 
1B16 operates by means of a power- 
ful little electric motor. When slice 
of bread touches the bread car- 
riage, motor instantly pulls it down 
into toaster and turns on current. 
Toast Control Dial automatically 
regulates toasting time and permits 


12 





stopping of toasting sooner if de- 
sired. Toaster has easy-lift han- 
dles which remain cool, pop-open 
crumb tray and built-in rubber feet 
to protect surfaces. Retail, $27.50. 
McGraw Electric Co. 


For more data circle No. 2 on postcard, p. 93 


Belt Sander 

New portable electric belt sander, 
Model PS-2300, has powerful built- 
in rotary motor, which is automati- 
cally cooled and has self-lubricating 
bearings. Made of cast aluminum, 
sander has positive chain drive, 
quick-acting belt tension release 


INFORMATION ON NEW PRODUCTS AND SERVICES 


and a two-way combination switch, 
Unit weighs about 7% lb. Abrasive 
belt is 2x1734 in. Retail, $24.95. 
Burgess Vibrocrafters, Inc. 


For more data circle No. 3 on postcard, p. 93 


Steam Iron 


Universal Steam ’N Dry Iron, 
Model No. 1801, which features a 
jiffy-switch that changes from 
steam to dry operation instantly, is 
a new addition to company’s line. 
Weighing 31% lb. when empty, iron 


has a tank capacity of about 8 02. 
It is easily filled and emptied 
through opening in front of handle. 
Chrome-plated with black plastic 
handle, iron is packaged in pink 
and black display carton. Landers, 
Frary & Clark. 


For more data circle No. 4 on postcard, p. % 


Package Water System 


New package water system, called 
the Versa-Matic, is especially de 
signed for installation under a sink 
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or in limited closet or basement 
areas. Unit comes in 4% and % hp. 
sizes, is mounted on pressure stor- 
age tank. Operates on both deep 
and shallow wells, to depths of 80 
ft. and 25 ft., respectively. Univer- 
sal Mfg. Co. 


For more data circle No. 5 on postcard, p. 93 





Calendar Clock 


Electric calendar clock automati- 
cally shows the day, the date and 
the time. Case is made of polysty- 
rene; numerals and hour dots are 





FOR THE HARDWARE DEALER 
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raised polished brass on an off- 
white background, with center panel 
and calendar panel in gray. Retail, 
$9.95. Lux Clock Mfg. Co., Inc. 


For more data circle No. 6 on postcard, p. 93 





Key Wrench Set 


Handy Pocket Hex Key Wrench 
Set No. KW-7 consists of seven 
wrenches, from .050 to 3/16 in. 
sizes, fitted in a steel case like 
pocket knife blades. Made of finest 
analysis nickel chrome alloy steel, 
each wrench can be used separately 





in any desired position. Set comes 
in transparent plastic pocket kit, 12 
sets packed in a two-color display 
box. Superior Tool Co. 


For more data circle No. 7 on postcard, p. 93 


Vacuum Bottles 

Best-Buy line of wide mouth vac- 
uum bottles includes quart, pint 
and 10 oz. sizes. Mouth is wide 
enough for tablespoon to fit into 
and reach bottom of bottle. For 
carying soups, stews, baked beans 
(Continued on page 90) 










Want more information on these 
products? Then use free post 
card on Page 93. 


in hardware merchandise... 


TO HELP YOU 


SELL 


eR. AE SERA YS SG 
AND OTHER DEALER 
Fests NEL SP @ 





Paint Promotion Kit 

A complete merchandising kit 
for dealer use in connection with an 
industry-wide consumer paint pro- 





gram, timed to break on the Labor 
Day Week-end, includes a “Week- 
End Decorator Corner” display, gay 
caps, bandannas, aprons, a “How to 
Paint” booklet, newspaper mats, 
radio commercials, display materi- 
als and other dealer aids. Also avail- 
able is a booklet, “101 Sure-Fire 
Ways to Sell More Paint Jobs.” 
Archer-Daniels-Midland Co. 


For more data circle No. 8 on postcard, p. 93 


Floor Finish Display 
All-steel display holds cans of 
floor seals and wax, with applica- 
tors in vertical position on each 
(Continued on page 110) 
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Strong Demand For 
Christmas Merchandise 
Evident at Markets 


Buyers who have been covering 
the markets for housewares, toys 
and other lines which constitute 
the bulk of Christmas merchandise 
have learned that they must order 
earlier this year to cover their re- 
quirements for popular numbers. 

This applies particularly to top- 
line toys. Some of the largest 
wholesalers late last month were 
refusing any more orders for their 
best numbers. Retail store buyers 
had to have appointments in order 
to place business. 
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> Strong Activity at Summer Marts 


>» May Hardware Sales at "52 Level 
> Dept. Store Sales High in July 





The dealer cost for a test order 
of hardware store merchandise on 
April 27 last, was 1.03 pct higher 
than the cost for the identical or- 
der of goods approximately seven 
months earlier. 

This was revealed by the periodic 
price study conducted by the Salt 
Lake Hardware Co., wholesale firm 
of Salt Lake City, which has been 
making such comparisons for the 
past 11 years. 


-———- Hardware Prices Higher 


Test Order of Goods Cost 1.03% More Than 
Seven Months Earlier; Steel Products Higher 








The latest study indicates that 
the cost of an identical lot of mer- 
chandise would have cost a hard- 
ware dealer 54.9 pct more on April 
27 than it would have cost on 
March 1, 1942, when the study was 
first made. 

The company makes the price 
comparisons on a sample order of 
420 items from eight departments. 

During the seven-month period 

(Continued on page 140) 
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1942 1945 140 Iga? WKB TSS8 1948 W949 1949 1980 1950 1O8t 198i 
CHART BY HARDWARE AGE- DATA FROM THE SALT LAKE HDWE CO., SALT LAKE CITY, UTAH 


$4500 VALUE OF TEST ORDER 
ia ‘420 STAPLE HARDWARE ITEMS 


25 SEPT22 JAN2 APR30 OCT. 


1951 1982 1952 983. 












Figures InBoxes 

Are $ Values 
Of Identical 
Order. 
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STOCK THE LINE THAT BUILDS 


eepittaitions ... ond Frofite! 


In every community, there’s at least 
one hardware store that builds up a 
reputation for having its shelves am- 
ply stocked with a wide selection of 
dependable, well-made merchandise 
...a store that customers look to first 
for their hardware needs. 

It’s easy to make your store that 
kind of store! Put in a well-assorted 
line of RB&W nuts, bolts, rivets and 
screws. You'll be surprised at their fast 
turnover; your customers will like the 
idea of finding exactly what they’re 
looking for on the very first try. 

And with RB&W’s attractive mod- 
ern packaging, there’s no poking and 


Yes sir! You name ft... 





and weve got it for you / 




















hunting in mixed-up stock drawers— 
you can put your hand on a specified 
item quickly and positively! What’s 
more, with the unique RB&W “upside- 
down” boxes, the contents just can’t 
spill out when you wait on a customer. 

Because RB&W fastening items stay 
in steady, year-round demand, you 
can stock them in quantity, with no 
worries about style changes, no wor- 
ries about deterioration in storage, no 
worries about time-consuming reor- 
dering. Decide now to stock a com- 
plete line of RB&W fastenings, and 
then watch your reputation and your 
profits grow! 


YEARS MAKING STRONG THE THINGS THAT MAKE AMERICA STRONG 


RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 


Plants at: Port Chester, N. Y., Coraopolis, Pa., Rock Falls, Ill., Los Angeles, Calif. Additional sales offices ot 
Philadelphia, Pittsburgh, Detroit, Chicago, Dallas, San Francisco. Sales agents at: Portland, Seattle. 


Available at Leading Wholesale Hardware Distributors from Coast to Coast 
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“We heartily recommend 
the Dutch Boy’ Color Gallery To an 


his paint 


dealer 
usiness 

































How to sell 

big-volume prospects 
“We merely gave the faculty” (it was a large voca- 
tional school), “a ‘Dutch Boy’ Color Gallery hand 
book,” write Gimpleman Brothers, Perth Amboy, 
N. J. “... there were approximately one hundred and 
fifty gallons of paint used on this job...” 















“Reg. U. S. Pat. Off. 


NATIONAL LEAD COMPANY: New York 6; Atlanta; 
Buffalo 3; Chicago 8; Cincinnati 3; Cleveland 13; Dallas 2; 
Philadelphia 25; Pittsburgh 12; St. Louis 1; San Francisco 10; 
Boston 6 (National Lead Co. of Mass.). 


16 
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who wants to increase 
and paint profits” 


“...our Dutch Boy’ sales 
are already 50% ahead of 
last year’s total...” 


= Wm. A. Broquist 


President, O’Dea Hardware & Paint Company 
Des Moines, Iowa 


In the paint business, a fifty 

percent increase in wall 

paint sales is something to 

crow about. 

Yet here we have Mr. Broquist and two others... 
three different “Dutch Boy” dealers in three dif- 
ferent States...talking about the new Color Gal- 
lery in just these terms. 

In Des Moines, Wm. A. Broquist, President, O’Dea 
Hardware & Paint Company, says, “.. . ‘Dutch Boy’ 
sales are already 50% ahead.” And he attributes 
“most of this gain” to the Color Gallery. 

“The Color Gallery,” writes Mr. Arthur W. Ruff, 
Uptown Hardware, Portland, Oregon, “has helped 
to increase our volume by about 50%.” 

Manager Leo Roddy, Model Wallpaper Shop, 
Dearborn, Michigan, writes, “Besides increaging 
our paint business about 50%, we have also en- 
joyed a healthy increase in our wall paper busi- 
ness, all due to the ‘Dutch Boy’ Color Gallery.” 
We can’t promise the Color Gallery will work 
similar miracles for you. But we’re pretty sure it 
will help you sell more paint. And make more 
profit on every Color Gallery gallon sold. 

Write or phone our nearest branch office. A “Dutch 
Boy” salesman will be glad to show you the Color 
Gallery. Glad to explain why it will boost your 
paint business and your paint profits . . . whether 
or not you now have a color system. 
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Why the Color Gallery 
is a business booster 


Simple system — easy for your customers to under- 
stand and use. 


The colors you need to meet today’s demands, either 
traditional or modern . . . pastels, in-between shades, 
deep tones. But not so many colors that customers are 
confused, sales slowed down. 


Shopper stopper display case — exquisitely beauti- 
ful “showpiece” that draws people to it and makes 
them buy. 


Brings in new customers -— once they get the word 
from your old customers, lots of new ones will be in 
to see this marvelous Color Gallery. And to buy paint! 


“Take-home” chips that make it easy for customers 
to match up colors with home furnishings — that also 
tell them which colors go together. 


Pocket edition—a special “tool” for selling big- 
volume prospects, such as real estate developments, 
factories, hotels, schools, etc. 


Big name brand that’s nationally advertised ... that 
people know and have confidence in. 


Outstanding paint value—every Color Gallery 
paint has the top quality all “Dutch Boy” products 
are famous for. The interior finishes are modern alkyd 
resin enamels .. . with all this means in easy applica- 
tion, uniformity of finish, long service. 


Priced right— customers pay no premium for Color 
Gallery paints. They’re popularly priced, to appeal to 
the widest market. 


Why the Color Gallery 
is a profit booster 


No Complicated Mixing—you save time. The Color 
Gallery is a simple “one-shot” system. You use only 
one blender for each gallon or quart of paint. 


Small Investment — you don’t tie up a lot of money 
in inventory. All you stock is a few bases, plus the 
necessary color blenders. 


Little Shelf Space Required — your entire stock of 
color blenders fits into an area the size of an average 
door. 

Exceptional Turnover —as you carry only a few 


base paints, you get much faster turnover with the 
Color Gallery than with regular paints. 
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Ri ae . SELL 1 
RA NRE a DISPLAY: 
The Trouble-Free Torch With The Trouble-Free Fuel AT NO. 

WITH C 

STARTS IN 10 SECONDS TOOL 


Generates over 2200° ! ORDER 
No Pumping! a 
No Priming! ‘ 
No Waiting! SEE [ 
OF THI 


Your jobber can supply you — or write to Lenk Mfg. Co. FOR CO 


. CG O 30 Cummington St DET 
eaters cilia for ver Thirty Years BOSTON 15, MASS 
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ALDCLIAR p 
NEW! <fit» Si AND 
SELF-SERVE . .~%. MONEY MAKING TOOL ASSORTMENTS 
FOR HOME REPAIR AND PROFESSIONAL CUSTOMERS 
< ALL NEW 
7 | FOR MORE 
se EYE AND 


BUY APPEAL 


FAST SELLING 
40% NET PROFIT 


INCREASE YOUR 
FIX-UP AND 
PAINT-UP SALES 


FREE 


WRITE FOR YOUR 
COPY OF THIS 
NEW CATALOG 


ACTUAL SIZE 


COLOR HELPS 
SELL TOOLS 
& 


DISPLAYS GIVEN 

AT NO CHARGE 

WITH COMPLETE 
TOOL DEALS 


any 


: No. 60 HOME REPAIR TOOL CATALOG 


ORDER NOW 
FROM YOUR 
JOBBER 


So 
SEE BACK 
OF THIS PAGE 
FOR COMPLETE 
DETAILS 


HYDE > manuracturing Co., SOUTHBRIDGE, MASS., U. 5. A. 
® 


© LINOLEUM KNIVES 
© ROOFING KNIVES 
© PALETTE KNIVES 


© PUTTY KNIVES 
© SCRAPERS 
© TAPE KNIVES 


© GLASS CUTTERS 
© WOOD SCRAPERS 
© SPATULAS 


Os 
HYDE MANUFACTURING CO., SOUTHBRIDGE, MASS., U.S. A. 
® 


QUALITY HOME REPAIR AND PROFESSIONAL TOOLS SINCE 1875 


OMELX! 





Se a 


awh «* 


<i> "SALES * PROFIT - TURNOVER 


SELL HYDE TOOLS AND YOU SELL THE BEST 


a, 





TWO-IN-ONE 
B. H. E. TAPING DETAILS OF MERCHAN- 
KNIVES DISERS FEATURED IN 


ACTUAL COLOR ON 
PRECEDING PAGE. 


The HYDE BHE 
Series of Super Hy- 
dex Flexible Steel 
Taping Knives all 
have heavy brass 
heads on handles as 
illustrated below. 











No. 7B BLACK & SILVER 
MERCHANDISER 


Quan. No. Item 
Doz. 


1 2E-11/,” —_ Putty Knives 
1 2S-11/,” Putty Knives 
HYDE HELPS YOU SELL va ae — 
MORE GLASS CUTTERS | ” é a 





“ 


nthe. 











ia Place on a counter a self-serve dis- ioc Gar a eae 
; J play of Hyde precision cutters in four To rit 
BRASS HEAD SERVES attractive assorted colors. Customers No. 8 PAINT & WOOD 
AS HAMMER TO will just naturally reach for the colored Glass : 
DRIVE IN NAILS AND Cutters first—they’ll notice the perfect balance, SCRAPER MERCHANDISER 
OBSTRUCTIONS ON the keen cutting wheel—no wobble—no unsteadi- —_ No. Item 
THE JOB ness—tungsten alloy steel revolves on a brass - 8 discon Sika 
. bearing for smooth rotation. Made by Hyde. | ; 35 Soutien Sams 
Rivest] ' 80 Speedster Scraper 
DELUXE BLACK AND SILVER PUTTY KNIVES SPEEDSTER — , os 0 a 
a | AND SCRAPERS THE NAME FOR PAINT 1 79-3 Speedster Blades 
AND WOOD SCRAPERS 1 80-3 Speedster Blades 
The best money can 1 84 Blade Sharpener 
| buy for discrim- Hyde Speedster Scrapers are | COST—$21.00 PROFIT—$15.18 
| Snaitinn th ‘ vibration free, eliminate 40% DEALER NET PROFIT 
} g ouyers chatter marks, leave a smooth 
3 and craftsmen. uniform finish. Different No. 703 BLUE DIAMOND 
ez sizes for all types of scraper MERCHANDISER 
ce / Super Hyd Steel. H i . 
cy pl ananaeaint Pose | requirements such as; floors, | gyan. No. em 
: y ; stairs, cabinets, boats, etc. | Doz. 
Steel Clear Through Handle. Simple wing nut makes | 1 3E-1/,” _ Putty Knives 
Tough Plastic Handle. Priced blades easy to change and 1 3S-11/,” Putty Knives 
ys for the trade. permits scraping in corners 1 3E-3” Scrapers 
40% Dealer Net Profit. as shown below. 1 3S-3” Scrapers 


COST—$20.16 PROFIT—$13.44 
40% DEALER NET PROFIT 


No. 903 BLUE DIAMOND 
MERCHANDISER 


Quan. No. Item 





YW, 3S-11/,” Putty Knives 














= ’ Y, 36-14,” Putty Knives 
& Y, 38-3” Scrapers 
Y, 3-3” Scrapers 
VY, -3E-5” Taping Knives 
‘ — - V, 78 Speedster Scrapers 
BLUE DIAMOND PUTTY = un okay Suan 
KNIVES AND SCRAPERS — ™ V, 80 Speedster Scrapers 
LINOLEUM, VINYL TILE 2 
’ 
FAMOUS BEST SELLERS AND ROOFING KNIVES ’h na — 
FOR HOME REPAIR oe vo 
/2 ‘ 
CUSTOMERS + HIGH QUALITY Hyde Linoleum and Roofing Y, 84 Blade Sharpener 
LOW COST LINE. an . y 1 1 Glass Cutters 
Knives are noted for their out- 1 95 nen aoa 
The most attractive standing features. They cut COST—$29.20 PROFIT—$19.46 
line of Putty Knives faster, last longer and give 40% DEALER NET PROFIT 


and Scrapers on the 


utmost satisfaction to the 
market today. 


craftsmen. Available in many 


FREE 

















Eye and Buy Appeal. High Car- different blade styles and sizes. 
_ — page Tough See these Knives illustrated in 
astic Ha " t Color. _ lhe fees 

puneies aia pare aoe wanes the new Hyde Catalog. WRITE FOR 

40% Dealer Net Profit. YOUR COPY 
SHATTER-PROOF ORDER ALL HYDE TOOLS OF HYDE’S 
PLASTIC HANDLE FROM YOUR JOBBER NEW 

CATALOG 

HYDE MANUFACTURING CO., SOUTHBRIDGE, MASS., U.S. A. 

® 






QUALITY HOME REPAIR AND PROFESSIONAL TOOLS SINCE 1875 (i peamudk 
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PROFIT NOW! WHITING-ADAMS brings you a rev- 
olutionary new paintbrush sales and stock plan 

amend that’s due to send your profits skyrocketing! 

on For the first time in paintbrush history, a 
detailed study has been made of hardware 

, ste paintbrush sales. Whiting-Adams made this 

_ study. Out of it, 25 paintbrushes were selected 

ers to form the Whiting-Adams Retail-Tested line. 

ages . Each a tested winner — meeting the néeds 

vee ec and demands of 80% of retail customers yet giv- 

ister Scrapers ing you high volume sales because ONLY THE 

7 LEADERS are in this line. 

: You get — 

. Sharpener @ a completely balanced line 

Cutters @ tested sellers 

Blade Scraper @ known profits 

a ® sales-analysis by the most experienced 
paintbrush manufacturer 

Remember, 25—and only 25 — brushes 

c make up the entire Whiting-Adams Retail- 
Tested line. It’s complete. It’s balanced. It’s a 

OR proved success. Constant turnover — 

PY 80% of the brushes bought by consumers are 

> concentrated in these 25 brushes. 

: . 

Ss A t 4 d: Plan now to get this paintbrush line from your 

/ if Ng - a / q IS wholesaler or write us for complete details. 
} 
Since 1808... and still the best brush made 
WHITING-ADAMS COMPANY, INC., BOSTON 18, MASSACHUSETTS 
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General Mills 5-Sfarfe: 










Groat Now 
Products... 









General Mills All-purpose Grill- 
Waffle Baker features exclusive 


NEW! General Mills All-purpose Food 
* Mixer has exclusive built-in Mix 
Timer. Retail: $39.95. With Mix Timer: $43.95. Snap Latch that lets you change from waffle 
(Mix Timer available as attachment for stand- baker to grill in 30 seconds. Bakes 4 plate-size 
ard model.) waffles at once. Retail: $29.95. 


NEW! 


Three Satur 
7; Dec. 5); 
Sunset, Pro. 
Dave Garro 
the master 

ances, startir 
covered by | 















General Mills Automatic Fryer- General Mills Automatic Coffee G t N, \/. [ { 
NEW! Cooker has famous Tru-Heat NE Maker gives you coffee brewed rea QW a ues; 
control to maintain correct temperatures so to the exact strength you like. Special Tru- NEW LOW PRICES—$12.95 for Tru-Heat 


important in deep frying. It’s also a roaster, Perk dial controls percolating time precisely. Iron, $7.00 for Steam Ironing Attach- 
oven, deep well cooker. Retail: $29.95. Makes 3 to 9 cups. Retail: $27.95. ment! Combination only $19.95! 


LEADING QUALITY TOASTER priced under 
$25.00! Dependable General Mills Au- 
tomatic Toaster only $22.95. 


They're all Sponsored by 


Bett Cocker 


The greatest name in homemaking 





The most powerful selling influence in the home appliance industry 
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Dynamic Advertising! Colorful Promotional 


” 
Three Saturday Evening Post back covers (Oct. 10; Nov. Mater ial ! 
7; Dec. 5) ; other advertising in Better Homes & Gardens, & 
Sunset, Progressive Farmer, Successful Farming. 


Dave Garroway’s “Today” on NBC-TV Network; watch Attractive Window seth 
the master salesman demonstrating General Mills appli- Individual Product Displays! 





‘ 
5 


ances, starting Sept. 14th! Other TV in selected markets not Full Color Ad Reprint Easel! 
covered by the Garroway show. 
, ° 

eee 








Buy one each of these: E ee 


SR Bett. Crocker’s Extra Profit Sampler for Dealers! 


Automatic Toaster Grill-Waffle Baker Automatic Coffee Maker Automatic Fryer-Cooker All-Purpose Food Mixer with 
Juicer Attachment 


= Bi REF [Yuen $1225 
; Boost YOUR TOTAL PROFIT 
1% 


Steam Ironing Attachment ...@ TRU-HEAT IRON ON THIS DEAL 





TO A WHOPPING 








See your distributor for Betty Crocker’s extra profit sampler! 





_.. General Mills Home Appliances (=~ 
i SPONSORED BY Bett Crocker RR 
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THE CONSISTENTLY ADVERTISED LINE oF 


QUALITY KITCHEN HELPS. 


Model #88 Series Can Opener (Dual Electronic) . . . This 
Top Quality Can Opener has all the famous Consumer Accepted 
Dazey features, improved patented grease-sealed cutting 
wheel, fits the Dazey wall bracket, folds flat against the wall 
when not in use, has no gears to collect dirt, grime or grease 
and contaminate food, easy to clean and has the Dual Elec- 
tronic Can Lid Lifter to hold lid after it has been cut from can. 
Available in Dazey kitchen tested colors. 

Model 88C (Red, White, Yellow with Chrome trim) Retail price 
$5.49 

Model 88AC (Ali Chrome) Retail price $5.95 

Model 88 (Dazite finish) Retail price $4.49 


Individually packed in Shelf Display cartons—12 per shipping 
case— Weight per dozen 161 Ibs. 


HA VE NO GEARS 


4 -. to collect Dirt, Grime or 
Grease to contaminate foods. 


EASY TO KEEP CLEAN. 


ne «| 


No. 40! 
Deluxe Ir: 


Model 80 (Deluxe) Series Can Opener . . . Same quality 
and features as the 88 Series—without the Dual Electronic Can 
Lid Lifter. 

Model 80C (Red, White, Yellow with Chrome trim) Retail 
price $4.49 

Model 80AC (Ali Chrome) Retail price $4.95 

Model 80 (Dazite finish) Retail price $3.49 

Individually packed in Shelf Display cartons—12 per shipping 
case— Weight per dozen 16 Ibs. 





Model 61 (Senior) Can Opener ... A lighter, 
simplified version of the 80 Deluxe Series. Dazite 
finish with Black Handle, 

Individually packed in Shelf Display carton—12 
per shipping case— Weight per dozen 12 Ibs.— 
Retail price $2.69 


Model 61HM (Hold-tite Magnetic) Can Opener 

. Same features and finish as Model 61 (Senior) 
except with added feature of strong, permanent 
type, swivel mounted magnetic can lid lifter. 
Individually packed in Shelf Display carton—12 
per shipping case— Weight per dozen 13 Ibs.— 
Retail price $3.25 


American Home, Good Houseks 
Redbook, ‘House Beautiful, sane 


CORPORATION sSOUR! 


HARDW 
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Combination 
for only 


No. 400 MET-L-TOP 
Deluxe Ironing Kit Special 


Flips back out of 
way when not in 
use! Easy to hook 
on and remove! 


; handy 


PO ove oitEV gE BOA 


Women ill 2 


All-metal; fire-proof; ventilated top.. 
Fastens firmly to ironing table; can’t wiggle or 
, dlide.. . Light weight; folds flat; easy to store. 


TIME IS LIMITED! 


Order from your jobber. 
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The hottest housewares promotion in yeare!|, = 


With t 












.--f0 start your 
Christmas selling early! 


> Arvin : 
D HeXmnas | 
Bonus 


Your customer buys either 
Arvin Lectric Cook or 
Arvin Coffee Perk at 
“a the regular price, 
= and gets this new 
| Arvin Convertible 
Tray-Table 

for only 


In your window...on your floor... | emia at wa 


this Arvin Convertible Tray-Table 
will make traffic and sales 





rr ers 








An 
exclusive 







Raymond Styled by famed Raymond Loewy Associates ex- 
clusively for Arvin. Plastic on steel, Saffron Yellow 
finish, 18 x 25 inches. Converts instantly from a 
Loewy tray to a sturdy, smart-looking coffee table stand- 
ing 16 inches high on black wrought-iron legs. 





A miracle of convenience. A perfect gift. Your 








4 customers will say ‘““That’s for me!"’ when they i 
esign spot this sensational Pre-X mas offer in your store Big col 
——at a saving of $6.45! You'll find it an irresist- \ Novem 
ible stimulant to early Christmas shopping! Ladies 
s Home 
custom 
Get all the details from your Arvin distributor now—or write... | BLECTRIC 
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These Arvin favorites have terrific holiday gift appeal. 


Red Ball Control 
o 
Lectric Cook (DQ 
Sandwich Toaster! Steak Grill! Double Ww 
Griddle! Automatic Waffler! Remind your Be iiimane 


customers that they’re actually getting 4 ap- 
pliances for one price! Arvin Lectric Cook, 
open as a griddle, has a cooking area equal to 
3 ten-inch skillets, for hamburgers, pancakes 
and sausages—even crepes suzette! Converts 
in seconds to a fully automatic waffler, with 
heat control and signal light. Beautifully 
styled in gleaming chrome for $ 95 
instant appeal to gift shoppers. 2 4 


Be 


Easy to Clean : 





> 


Protects Fingers 





Automatic Waffler 
(waffle grids included) 


National Advertising - Displays - Mats - Radio Spots 


With the Arvin Tray-Table Deal—well, get ready for traffic! 


Automatic Coffee Perk 


Everybody likes the beauty and dependabil- 
ity of the Arviri Automatic Coffee-Perk. Users 
enjoy having coffee of uniform strength, every 
time—kept hot and ready to serve automati- 
cally, without boiling. Not to mention the 
safety factor (no harm done if water is for- 
gotten) —and the easy-to-clean wide opening 
and well. No wonder Arvin Automatic 
Coffee-Perk is fast becoming America’s favor- 
ite coffee-maker! It will perk up $ 95 
sales in your housewares section! 29 








This Week, 


OMPANION 
ee Arvi n This Beautiful Convertible Tray-Table 


Pre-( hrisuinas 


WITH THE PURCHASE OF HITHER THE FAMOUS 


» p> 


if 
JOUR ae 
F wt bi 





4 


arly 50 easy) ewes hey 


« Arvin Lectric Cook or $2995 ( (L/S Ss] CO 


wy mamovuses =A 3 






a pee 











FREE—4 x 23-inch colorful display label for top of tray-table 


Big coler ads during October and 


November in This Week Magazine, FREE—12 x 36-inch 2-color window streamer 


Ladies’ Home Journal and Woman’s 


Home Companion will bring you —plus free mats —plus radio spot announcements 


customers on the run! 





ee 2 
BONUS, * Automatic Coffee Perk #<~ 





1 Se Zi , a 
Pel ATT NE 











ELECTRIC HousEWanes bivision, ARVIN INDUSTRIES, Ine., covumsus, inpiana 
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ORDER SPECIAL #72 
EKCO KITCHEN TOOLS 
== 4 #2601 Ekco Tool Set. 
(ee BUY 3 #3677 seciehidaaiines Eterna 


Kitchen Tool Sets 
BUY ALL OR ANY OF THESE ‘HOT ITEM” | 4 je v7 : ree 
GIFT PACKAGED ASSORTMENTS =| ~~“ RETAIL VALUE $50.71 
5 TO 7% EXTRA PROFIT 
FOR YOU—IN EACH! = oA nrnaaoed 


Potato Peelers 


To a dea 
to measure 
yardstick, j 
growing lin 
ket — now 
the country 

And this : 
to team wit 
— —---- interests of 


ORDER SPECIAL #7053 circulator, ' 


FLINT FOOD MIXERS FLINT CUTLERY right price. 


business yo! 
RETAIL y-\\ BUY RETAIL 
4 


line that hi 
B UY VALUE 2 #7006 Flint Holdster Sets VALUE 


ahead of co 
today for fi 
17 #676 \ 2. #7024 Flint Holdster Sets $105.60 4 
Flint Food Mixers } 1 #7025 Flint Holdster Set 
2 #7002 Flint Steak Sets 


#7036 Steakster Set 
GET FREE > 
‘an GET FREE 
‘ 6 


Flint Food Mixer #703 
Paring Knives 

















Sy = ee 


ORDER SPECIAL #1970 


_FLINT KITCHEN TOOLS RETAIL 


BUY be . BUY 


8 #1900 Flint $123.50 » ee ee A \ 3 #8727 26-pc. Keepsake Sets | 
Kitchen Tool Sets a 


2 #1973 Flint i \) RETAIL VALUE $86.70 | 


GET FREE 


| 
1 #8726 16-pc. | 
Keepsake Starter Set | 


- 
I 
| 
I 
| 
[ 
| 
| 
| 
[ 
I 
| 
I 
| 


the greatest name in housewares 
EKCO PRODUCTS COMPANY 
1949 North Cicero Avenue, Chicago 39, Ill. 


Also sold in Canada by 
Ekco Products Co. (Canada), Ltd., Toronto 


Witenes dint cine nt ares ces enum cee es ems Gam all 
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with 


gas and oil-burning heaters 


that carry you ahead 


af o> 


To a dealer, there’s no proof like profit 
to measure merchandising success. By this 
yardstick, judge Preway — the fastest- 
growing line of space heaters on the mar- 
ket — now the third largest producer in 
the country. 

And this year, Preway gives you gas heat 
to team with oil, so that you can meet the 
interests of every customer with the right 
circulator, with the right features, at the 
right price. So line up with Preway. Lead 
business your way with this money-making 
line that has everything to keep you out 
ahead of competition. Phone, wire or write 
today for full information. 


PREWAY, INc. 


2853 Second Street N., Wisconsin Rapids, Wis. 
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'Lead The Way | 


power-house heaters 
in small home sizes 


Smallest cabinets in the industry 
but highest in B.T.U. input 


Lifetime burner guarantee plus 
20-year warranty on heater unit 


Many. automatic convenience 
features 


Wrap-it-up, I'll-take-it price tag 





Floor 
and 
Central 
Heating 

Oil- 
Burning, 
Furnaces 


A short lire of six great 
performers — priced to sell 





Aa aaa 
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NOW i(S PYREX 





Mak 








It’s «€ 
ceive 


Beautiful, Durable, Practical, Heat-Resistant | =: 
PYRE X Dinnerware! 











It wil 








Bordered in four stunning, high-style colors de 
* FLAMINGO RED x* TURQUOISE BLUE — 
* LIME GREEN * DOVE GRAY 
With or without 22-carat gold band. 
Cash in 
The set includes 4 dinner plates, 4 salad plates, 4 cups and 4 saucers. § new sal 
(OTHER DISHES IN OPEN STOCK SOON TO BE ANNOUNCED) and pre 
. e * with PY 
16-piece service for four Dinner 
Bi 
from only 
Regular PYREX Ware discounts apply caiiniieiiienmmaneeiiies 
i, 
IT’S NEW-PYREX|D 
BRAND 
“PYREX” i istered trad k in the U. S. of Corning G! Works, Corni N.Y. a 
HARDWAR 
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DINNERWARE! 


Smart! Beautiful! Amazingly Strong! 
It’s bound to be the talk of the town! 
It’s a big New Business Opportunity for You! 








Make your store ““headquarters 
for PYREX Dinnerware!” 


It’s easy! The FREE merchandising kit you will re- 
ceive with your original 10-case starter assortment will 
help you. Contains point-of-sale display, newspaper 
mat, radio and TV scripts, envelope enclosure samples, 
display ideas and a fact sheet for salespeople. 


Yes, it’s true! The cup is so strong it 
has actually been used to hammer a 
nail into a board in laboratory tests! 
Heat-resistant as famous PYREX 
Ovenware! Won’t crack, craze, chip or 
scratch. 


It will sell on sight! Because your customers will see 
it advertised in LIFE (big full-color, 2-page ad in the 
September 28th issue), BETTER HOMES & GARDENS 
and LADIES’ HOME JOURNAL (full-color, full-page ads 
in the October issues). . 


~ Sell PYREX Bakingware 
=)» in color to match 
or harmonize! 
Order from your 
regular PYREX Ware 
distributor today! 


DINNERWARE! 


a product of Corning Glass Works, Corning, N. Y. 
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Cash in on 
new sales 
and profits ; 
with PYREX 
Dinnerware! 








































Ye wp lo all thet 


self-selling 
package 


Kam Cru, 


"Guaranteed by > 
Good Housekeeping 


$2745 aovcanistd wee 





Nowheun 


electric blankets 


ofr YOU. 


Year in and year out, Northern is gaining greater 
recognition as the line that builds increasing profits 
for hardware dealers. Check the five additional 
important advantages for you: 


Northern produced its first electric blanket in 1912 and 
today continues as one of the very few basic manufac- 
turers of electric bed coverings. 

Northern makes only electric bed coverings and heating 
pads and devotes its entire efforts to the development 
and sale of these products. 

Northern offers a straight replacement policy and was 
the first to minimize repair headaches. 

Northern makes it possible for you to make more money 
per blanket! We welcome a check of competitive price 
structures. 

Northern is one of the very few in the electric bed cov- 
ering field to offer all popular colors and models. You 
lose no sales! 


Complete Your Electric Bed Covering Dep 


Northern sheets offer all the sleepifig © 
tages of electric blankets at less cost. $ 

dual controls. Slightly warther in foot 
Ideal for traveling. beh 


Easy to wash. Rosé, Blue or 





ite, 
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STEAM and DRY IRON | tomatic Chrome 
uses TAP water... .. />~COFFEE MAKER 


aZttomatte = eAT IRON _—s=RAAVEL IRON 


HEATER DOMINION ELECTRIC CORP. © MANSFIELD, OHIO 
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THE PEERLESS FULL LINE 
DEALER IS OUT IN FRONT 


IN SALES—HE SELLS A 
complete PUMP LINE 


MORE CUSTOMERS AND PROSPECTS 
WHEN YOU SELL THE COMPLETE 
PEERLESS LINE 


Offer more and you make more! This is the 
advice expert merchandisers are telling pump 
dealers. The competitive-minded, sales- 
minded, profit-minded dealers who are fol- 
lowing this wise counsel by offering their cus- 
tomers a full line of pumps and water systems 
are scoring substantial profit gains. Follow the 
lead of Peerless full line pump dealers. They 
don’t turn customers away, for there is a pump 
in the Peerless line for water handling jobs in 
the home, on the farm and in commercial busi- 
ness. Now’s the time to do something about it. 
Get the Peerless full line dealer story. You'll 
be out in front in sales with the line that’s easy 
to sell, install and service. Write for full in- 
formation today. 





PEERLESS PUMP DIVISION 


FOOD MACHINERY AND CHEMICAL CORPORATION 
301 West Avenue 26, Los Angeles 31, California 


34 


THE COMPLETE PEERLESS LINE SATISFIES 
ALL YOUR CUSTOMER NEEDS FOR 
FARM, HOME AND BUSINESS 


DEEP AND SHALLOW 
WELL JET SYSTEMS for 
wells up to 120 feet deep. 
Capacities to 7500 gph. 


SUPER 400 JET SYSTEM— 
Never before such high qual- 
ity and performance at such 
a low price. For shallow wells. 





RECIPROCATING PUMPS — 
True economy for deep wells 
to 1000 feet. Capacities to 


PACKAGE PUMP —for shal- 
low wells. Easy to install, op- 
erate and maintain. 





GENERAL PURPOSE PUMPS 
—One of the broadest lines. 
End-suction type. 1% to 20 hp. 
Capacities to 2000 gpm. 


SELF PRIMING PUMPS— 
AGC approved. Capacities 
from 4000 to 30,000 gph. 
Wheel and skid mounts. 








VANE TYPE TURBINE 
PUMPS—For hot and cold, 
clear and vaporous liquids. 
Face mount and flexible 
coupled models. 
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CELLAR 
DRAINERS— 
Non-clogging, 
high capacity, 
fully autematic. 
Capacities up to 
2600 gph. 
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Demand 





National Metal 


BRONZE WEATHERSTRIP 


Packed To Catch The 


Homemaker’s Eye 


17 feet of bright, hemmed bronze in a 
clear plastic case, complete with in- 
structions and nails. Simple, economical 
weatherstrip kit for one door or window. 
A quick, profitable sale for you. Assured 
satisfaction for your customer. 


Available 
OUT OF STOCK 
in these widths: 
1”, 1¥—”", 1%” and 134” 
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hire up your Larbeous sales with 


TRADER VIC’S 
Old South dea Island, 
VJ BARBECUE OVEN 





Here’s a portable barbecue that 

no outdoor cooking enthusiast can resist. 

It holds 6 chickens, 15 steaks, a large 

turkey or whole pig...can be used for 
parties of 2 or 3...or 15 to 20 guests. 
Designed by Trader Vic Bergeron, whose 
San Francisco and Oakland Trading Post 
Restaurants are internationally famous 
for barbecued meats, Trader Vic’s Old South 
Sea Island Barbecue Ovens “sell on sight”. 


Compare there features : 


Combination thermometer-cooking 
guide converts every 
amateur cook into a skilled chef. 









PARENTS 


+, MAGATINE 
<) * 


Varcen / 





Attractive design makes Trader Vic's Oven 
a welcome addition to every lawn or patio. 


Extra large oven capacity — CG 
holds enough for I5 to 20 guests. 

Nationally advertised... 

Saturday Evening Post, Esquire, 


Town and Country, House Beautiful... The 
plus a fine assortment of sales aids — ra 
counter displays, stuffers, mats and cuts, dia 
direct mail, radio and television. sha: 

of 5 
Retail Price equ 


For full details, write R.D. Fageol Co., 5725 Mi. Elliott Avenve, = 
Detroit Il, Michigan * Phone: WAlnut 1-1211. “a 


R.D. FAGEOL CoO. h 


5725 MT. ELLIOTT AVENUE + DETROIT II, MICHIGAN 
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A Year ’Round Item that’s “Tops” for Christmas 


SERVICE BUREAU 


PARENTS; 


¢ 
wt 





The Buch Junior is designed to deliver long service and 

stand up under hard usage. It is strong enough to support 

the weight of any person, young or old, that can sit in 

the tray. Besides being sturdy, it is safe. No sharp edges 

. no sharp projections to cut tender little hands. 
, 


CHILDRENS 


BARROW 


The Buch Junior wheelbarrow is not just a 
toy, it is a real wheelbarrow “just like 
‘dad’s.” The tray is drawn from a single 
sheet of steel, with edge rolled to eliminate 
sharp edges. Handles and frame are made 
of 54” O. D. steel tubing, and handles are 
equipped with rubber grips. Wheel is 
7” in diameter, painted aluminum, and 
equipped with a heavy duty solid rubber 
tire. Tray is painted red; handles are painted 
aluminum. Weight of barrow alone—514 
Ibs., overall dimensions when assembled— 
28” x 1334” x 1134”. 

Each barrow is individually packaged in a sturdy deco- 

rated carton, suitable for shipping, and are packed 6 to 


MANUFACTURING CO. a master carton. 
ELIZABETHTOWN, PENNA. 
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RUE IEMPER 


brings you a 


\\ + i! 
complete new line of Mare | iis, shovels 


SATA 
LIGATW 


WIL FNAL = SSS = 


TIYNAQG 





.. yet with Super Strength 
because they’re 

taper forged from a 
solid bar of steel! 





For complete details, models and sizes, write for 
the new Dynalite Shovel Folder. True Temper PTT TEMPER Corporati , 
Corporation, Cleveland 15, Ohio. 

For over 100 years makers of fine tools, fishing rods, golf shafts 
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Rotary 20” 


Lark 18” 





Arlington 16" 


Model L—16" and18” Vogue 16” and 18” 


ty 


Speedway 32” 


Tornado 800 — 36” 


You can have satisfied buyers .. . and make money too... when you feature 
Eclipse, the most complete line of lawn mowers on the market. There’s a model 
for every purse and purpose . . . hand, rotary, and power. Each has the exclusive 
features, modern design and reliable performance record that buyers want. All 
power models are equipped with dependable 4-cycle Briggs and Stratton Engines. 

You deal directly with a company that has 
been leading the field for over 50 years. 
You handle a known and quality-accepted 
brand, competitively priced. You get the 
support of national advertising and strong 
local promotion. You have the assurance 
that parts and service are always available. 
You receive a good profit on every unit 
sale. You hold the most valuable franchise 
in the business. 

With the increasing demand for quality 
and value in lawn mowers—you can be sure 
of a brighter profit picture in ’54 by stock- 
ing and selling Eclipse. Get the facts from 
our salesman or write direct. 


THE ECLIPSE LAWN MOWER CO. 


LAWN MOW & R4S Duision of Buffalo-Eclipse Corporation 


5408 Railroad Street Prophetstown, Ill. 


wate Model Names are registered trademarks of The Eclipse Lawn Mower Co. 
vat) 
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Russ Lewis says... 


“There are two ways to make money selling ... ine | 


FAIRBANKS-MoRSE 
Cubmersible Cellar Drainerg 


‘You can carry a big stock to meet any emergency. Or, you can sell cellar 
drainers the year ’round. 

‘“We think the second wayis best. Here’s why. If you wait until emergencies 
make ordering necessary, you may not be able to get all the cellar drainers 
you need when you need them. You will not have time to make all installa- 
tions during emergencies. Both mean sales lost to competitors—no profits 
for you. 

“On the other hand... selling drainers the year ’round makes profits 
more certain. Installations can be made during slack times in your shop. 
You needn’t tie up working capital in a big drainer inventory. Access to 
basements often reveals chances to sell water heaters, softeners, and 
other appliances. 


‘Our submersible a sales ‘natural’ !’’ 


“Prospects like its compactness and the fact that it keeps working ever 
though it is completely submerged. The unit fits easily in a 16” diameter 
sump. Discharges as much as 3600 gph. against a 10-foot head. 

‘“‘One more selling idea. Send now for our free cellar drainer mat ads. 
Then you’ll have them on hand for quick insertion in your local newspapef 
when storms, or accidents to sewer or water mains bring buyers into 
the market.” 

For complete information about Fairbanks-Morse dealerships, and the 
free mats, write Fairbanks, Morse & Co., Chicago 5, Il. 































FAIRBANKS-MORSE 


a name worth remembering when you want the best 


————< 













WATER SYSTEMS © GENERATING SETS «© MOWERS * HAMMER MILLS * MAGNETOS © PUMPS * MOTORS © SCALES © DIESEL LOCOMOTIVES AND ENGINES 
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Merchandising 








ETAILERS who handle the complete line of 
Cyclone “Red Tag” Hardware Products find 
they can count on a good dollar volume from these 
items all year around. Display space you give them 
is a sound investment. 
When you handle these Cyclone Hardware Prod- 
ucts, you are able to offer your customers a full 
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“If you’re looking for tast 





turnover 





U-S-S CYCLONE “ged 7o7 HARDWARE PRODUCTS 


you'll find it in the 


Cyclone Ke lag Line” 


selection of top quality merchandise. Cyclone 
Lawn Fence comes in woven and welded styles with 
both single and double-loop construction. Insect 
Wire Screening is available in Galvanized, Bronze 
and Aluminum in all standard widths. Standard 
mesh is 18 x 14. 

Cyclone Hardware Cloth is a woven prod- 
uct with the popular Cyclone welded sel- 
vage. Big, sturdy Cyclone Catch-All Baskets 
are the biggest value in burner baskets you 
can offer your customers. And Cyclone 
Flexible Steel Mats—made to outlast any 
other kind of mat—are available in 12 
standard size units. 

When you offer your customers Cyclone 
Hardware Products, you’re offering them a 
name they know and quality they recognize. 
Contact your jobber today. 


CYCLONE FENCE DEPT., AMERICAN STEEL & WIRE DIVISION 
UNITED STATES STEEL CORPORATION 
WAUKEGAN, ILLINOIS - SALES OFFICES COAST TO COAST 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 

























CARTONS 


MAIL COUPON NOW—Ger complete information on the 


Rope (Manila, Sisal, Jute, Nylon, Polyethelene, Saran, Glass), Twine 


Boston * Chicago * Houston * New Orleans * Philadelphia * San Francisco 





“AMERICAN BRAND’ ROPE IN CARTONS 





Carton protects rope 

Rope stays clean 

Uncoils from carton 

No inner lashings 

Uncoils properly — 
no kinking 

Easy to handle and stock 


=> 
Makes attractive display = 

6 Sizes—10 Put-ups 

In Individual Cartons EZ 
1/4”, 5/16”, 3/8", 1/2” dia. ZA 
600 and 1200 foot coils — 5/8” 


and 3/4” dia. in 600 foot coils 
only. 
















CLVZIIIES 


WS 


we 
= modern cordage 


merchandising 
program. 


















Handy Coils—100 foot coils up to 14” dia. 
Handy Twines —7 popular types of jute twines 


& AMERICAN MANUFACTURING COMPANY 
“American Brand” packaged cordage merchandising pro- Noble & West Sts., Brooklyn 22, N. Y. | 


gram. 


AMERICAN MANUFACTURING COMPANY 
Brooklyn 22, N. Y. 


Please send information about 


(1) Rope In Cartons () Handy Coils FC Handy Twines 


ee ‘ — ot , ee | 


Oakum, Packing, Baler Twine, Carpet and Electrical Yarns Company —_ 
Branch Factories: 
St. Louis Cordage Mills, St. Louls 4, Mo. 
Delaware River Jute Mills, Philadelphia, Pa. 


SALES OFFICES: 


Address___.____ : J 2 Ne ees | . | 
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What is probably the most modern large hardware 
store in the United States was opened on June 29 in 
Madison, Wis. 

Embodying the newest concepts in store architec- 
ture, merchandise display and color planning, the new 
‘story, completely air-conditioned, windowless, mil- 
lion dollar store of Wolff, Kubly & Hirsig, contains 
Many innovations in hardware retailing that can be 
applied, on a smaller scale, to practically any hardware 
store. 

Located on Capitol Square, in the heart of Madison, 
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MOLLAR HARDWARE STORE 


the state capital with its 96,000 population and its 
7,000 households, the new store has three colorful 
selling floors and a basement containing a complete 
do-it-yourself shop. The fourth floor is devoted en- 
tirely to office space and an employees’ cafeteria and 
lounge. The building, equipment, office equipment, 
fixtures, etc., represent an investment of approxi- 
mately $1 million. 

The only windows in the store are the six display 
windows on the street level and some windows on the 
rear stairwell. -The skillful use of bright, restful 
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fa) f j Million Dollar Hardware Store 


, continued 






colors and high lighting level creates an atmosphere 
that makes the lack of windows unnoticed by the aver. 
age shopper. 

To add to the pleasant shopping atmosphere of the 
store, the entire building is completely air conditioned, 
Two 25-ton units installed in a pent house on the roof 
do the job adequately. 

The elimination of windows gave the store 15 pet 
more selling space and will save 30 pct on air condi- 
tioning costs and 20 pct on heating costs. 

An outstanding feature of the store is the specially 
designed fixtures. Executives of the store conducted 
an extensive study of fixture design and use before & 
deciding upon the type of unit that was most suitable 
for handling the variety of merchandise found in a 
large hardware store. The fixtures that were designed, 
ds a result of this study, and with the co-operation of 
the Wisconsin Retail Hardware Assn., are keynoted ho 
by flexibility. The fixtures are a combination of Space ? 
Master units, pegboard and association step-up fix ~~ s 
tures. 

Harry McQuire, merchandising director of the ee 
store, makes this comment on the fixtures: “We feel 
there is a definite need for a flexible, gondola type fix- 
ture in the hardware field and we have incorporated 
this basic idea into our fixtures. 





Fixtures Feature Flexibility 

“Beginning at the 214x5-ft. size, our fixtures can . 
be made wider or longer, with one, three or more dis- : 
play levels. We considered the height and width of all ee 
types of merchandise to be sold in the store and. de” a 
signed the fixtures to fit the merchandise.” 

Extensive use of pegboard is made at wall locations 
and also as end pieces for some islands. The pegboard 
is painted a variety of attractive colors, such as bur- 
gundy, spruce, yellow, peach rose, frost blue, meadow 
green and gray. 

The store’s fixtures get added flexibility from the 
use of adjustable shelves. 

The lighting and color scheme for the store was also 
given a great deal of study. The overall impression 
that is created is one of brightness, well highlighted 
merchandise, and restful backgrounds that have spe- 
cial appeal for a woman shopper. 

The predominant color for the basement and second 
floor is a sun yellow. The first floor is done largely in 






® about the pictures on these pages— 


a iO ae ee Left top—Power too! and accessory display in 
& erento 3 basement. Note pegboard ends to fixture. 





Left center—Wall section featuring power and 
hand tool accessories. 


Left bottom—Basement paint department. All il- ey 
lustrations on these pages are part of the do-it- P ya 
yourself basement shop. 


de Facing page—A portion of the hand tool section. 
Case at lower left is glassed in. 
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Million Dollar Hardware Store 


continued 


dusty rose, while the third floor is primarily a Grand 
‘Canyon rose. 

The terrazzo floors are light colored, flecked with 
brown, and harmonize well with the general color 
scheme and the light oak fixtures. 

A high level of lighting is used in the store, based 
on continuous strips of fluorescents, supplemented 
with incandescent spots to highlight special displays 
and merchandise. 

The store is laid out so that each of the 66x110-ft. 
selling floors is, in a sense, a separate operation. The 
manager of each floor has his office on the floor and he 
is authorized with the complete operation of his de- 
partments, even to the ordering of merchandise. 

A central stenographic pool is set up that enables 
buyers on each floor to dictate letters by phone to a 
central recording device in the general offices on the 
ourth floor where they are transcribed. 

Each floor also has ample storage area and wide use 
s made of false walls with storage behind. Each floor 
has two wrap counters—front and rear. It is also 
lanned to set up pay desk for credit customers on 
ach floor. 





35-ff Paint Department 


The basement, under the management of B. W. Walz, 
eatures a sizable do-it-yourself section, complete with 
bower and hand tools, and other accessories, as well 
ms books on building projects, making home repairs. 
etc. 

There is also a 35-ft. paint department, complete 
with brushes and other related items. Electrical anc 
plumbing supplies and fasteners are also displayed in 
the basement. 

Outstanding in the tool displays is the extensive 
sampling that has been accomplished and the careful 
and complete binning and pricing of small items. While 
there is no noticeable pressure to encourage self-ser- 
fice in this area, the merchandising techniques used 
vill undoubtedly result in a large amount of self- 
Bervice buying. 

The street level floor, which is also managed by Mr. 
Walz, features a 20-ft. platform step-up display of 
luggage near the center aisle. An augmented silver- 
Ware stock is also handled on this floor, along with 
giftware, including brass items, bar supplies, glass- 


® about these pictures— 


heft top—A section of the first floor housewares 
epartment. Shower curtain display is at far left 


eft bottom—A part of the permanent second floor 
Moy lay-out. Glass-enclosed doll case is in rear. 


Right top—Sports department manager R. Austin 
emonstrates pegboard lure counter display. 


Right center—First floor manager B. Walz shows 
mow cutlery is mounted on removable panels. 


Right bottom—View down a second floor aisle. 
heel goods on left and toys are on the right. 
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Million Dollar Hardware Store 


continued 


ware, table and portable radios, electrical housewares, 
There is also a bath shop on the first floor, featuring 
medicine chests, toilet seats, bathroom scales, shower 
curtains and other accessories. Cutlery is displayed on 
dusty rose panels about 18x18 in. in a manner thata 
clerk may easily remove a panel from the wall for) 
customer inspection. 4 

Flanking the cutlery display is a clock layout andg 
20-ft. photographic department. 

A large toy department is featured on the second 
floor, which is managed by F. X. Weber, who is algo 
secretary and a director of the store firm. Highlight- 
ing the toy department is a 42-ft. glassed-in doll dis- 
play case, a hobby supply island and an extensive toy 
train layoout. The sports department features a serieg 
of wall panels that samples about every type of lure 
and fishing accessories sold by the store. Wheel goods 
are also located on the second floor, as is a relatively 
large record department that is building a reputation | 
as a substantial income producer. 

The third floor, under the managership of T. Smith 
beck, features housewares, including aluminum ware, 
dishes and glassware, and a wide gadget assortment, 
Many of the gadgets are sampled on the wall pegboard, % 


Gadgets Sampled on Pegboard 

An attractive major appliance section is located on 
the third floor and presents a wide line of major items. 

The fourth floor contains the executive and general 
offices, as well as the employees’ cafeteria and lounge. 

The floors are serviced by wide front and rear stair- 
ways and a passenger elevator. The freight elevator 
at the rear of the store is built in a manner that makes 
it possible to use this elevator for passengers when 
traffic warrants. 

Opening day for the new store was June 29, and 
some 28,000 shoppers and lookers swarmed through 
the doors that day, despite the fact that there were no 
price promotions for the opening. 

A carefully co-ordinated advertising plan marked 
the opening of the store. For several months prior to 
the opening, newspaper ads reported the progress of 
the construction. A double-page spread appeared the 
day before the opening, and during opening week full 
page ads were used. 

While the new store replaces the Pinckney St. store, 


® about these pictures— 


Left top—View of part of the third floor house- 
wares section from rear of store. 


Left center—Bath shop at rear of first floor. 


Left bottom—View of third floor housewares from 
front of store. 


Right top—A section of the third floor china and 
glassware department. 


Right bottom—View of left side of main floor. 
Photographic section is at the rear. 
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Top—The big moment as the doors are opened on 
Opening Day. By the door, left to right, are, Stan- 
ley V. Kubly, store president, Louis Hirsig, chair- 
man of the board, and Frank Forster, mayor of 
Madison, about to cut the ribbon. 


Left—Putting the finishing touches to the store in 
preparation for the opening are B. Walz (left) first 
floor manager, and Harry McGuire, store mer- 
chandising director. 


Left bottom—A store window on opening day. 


which has been closed, the firm will continue to operate 
its State Street store, its metal and heating depart- 
ment at 16 N. Fairchild, and a stock and service ware- 
house at 317 E. Wilson. 

The opening of this new, modern store is character- 
istic of the steady growth of this 47-year old organi- 
zation. It is also a solid tribute to the leadership of 
Louis Hirsig, one of the founders and present chair- 
man of the board of the store. 

The 77-year old Mr. Hirsig, at a time when the 
average man is most concerned with retiring from 
active business life, is still very active in the operation 
of this new and most ambitious project of his long 
and fruitful hardware career. 

The acceptance of this store by Madison shoppers is 
indicated by the fact that Stanley V. Kubly, president 
of the store, was able to report that sales on opening 
day were triple the normal day’s volume, despite the 
absence of promotional specials. 

Although located in a high auto traffic area, ade- 
quate customer parking facilities are available. There 
is meter parking on all nearby streets and a new 250- 
car municipal parking lot has just been opened a block 
and a half from the store. 

The store also has two private lots for employee 
and customer parking nearby. Service station lots 
and other private parking facilities are also in the 
immediate vicinity. 
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NRHA Congress 


Studies Promotions 


Dealers consider ways to attract 


more traffic to stores. Elect 


Westbrook president at Miami 


Beach convention—VJuly 13-16 


Expansion of the IRHA adver- 
tising program, quick-service sell- 
ing advantages and disadvantages, 
developments in the Fair Trade 
battle and methods of increasing 
store traffic, volume and profits 
were discussed by speakers an:l 
delegates at the 54th annual Con- 
gress of the National Retail Hard- 
ware Assn. The IRHA Do-It-Your- 
self advertising program, the 
proposed “Item-of-the-Month” ad- 
vertising program and the results 
of the 1953 Hardware Week were 
discussed at the convention. 

The meeting, held at the Casa- 
blanca Hotel in Miami Beach, July 
13-16, was attended by 818 dealers, 
their families, wholesalers, manu- 
facturers and other guests. Dele- 


gates attending represented 34 of 
the 37 affiliated associations. 

San Francisco was announced 
as the scene of the 55th Congress 
in 1954. 7 

Business sessions were held 
three mornings and part of one 
afternoon. Tuesday and Wednes- 
day afternoons there were panel 
sessions for discussion of a wide 
range of store operation problems, 
with NRHA staff members as 
leaders. 

Although most business sessions 
and festivities were held as orig- 
inally scheduled, showers delayed 
the start of some outdoor gather- 
ings. The ladies’ luncheon and 
style show scheduled for the Pooi 
Deck of the Casablanca had to be 
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transferred to an indoor location. 

Edgar W. Brasch, Levelland, 
Tex., an NRHA director, spoke on 
Profit Margins, taking the place 
of A. L. Scaife, manager, sales 
planning, General Electric Co., 
Bridgeport, Conn., who was unable 
to attend. 

All sessions were well attended 
despite the golf, fishing, sightsee- 





ing and swimming facilities avail- 
able. Twenty-eight golfers played 
in the tournament at Normandy 
Shores Country Club. Fishing at- 
tracted 84 anglers, some of whom 
landed sailfish, dolphin, kingfish 
or bonita during the fishing tour- 
nament. 

Robert H. Westbrook of River- 
side, Calif., succeeded John T. 


Skolfield of Gardiner, Me., as preg. 
ident. A. B. Hill of Portsmouth, 
Va., is the new vice presiden, 
Fred Gartner of Wyandotte, Mich, 
was named a member of the boarj 
of directors. Rupert B. Watson of 
Atmore, Ala., was elected to the 
board to succeed M. E. Ozee of 
Miami, who resigned that office. 





Forging Ahead 








by John T. Skolfield 
Gardiner, Me. 


Keen competition brings its 


train of evils, but it also brings 


improved processes, more 


efficient promotion procedures 


and closer controls to yield a 


profit from narrower margins 






President's Address 





It isn’t easy in these pleasant sur- 
roundings to direct our thoughts 
to the affairs of everyday business. 

But we have the obligation to 
examine seriously the day’s eco- 
nomic and politica] climate as it 
affects the independent hardware 
trade, to ascertain as accurately as 
we can our position and prospects 
and to point out the best course vi 
conduct for our craft during the 
year ahead. 

The skill and experience of trade 
leaders in other branches of our 
industry have been added to the 
best brains and judgment of our 
own leaders in hardware retailing 
to formulate aids primarily for our 
members, indirectly for the whole 
hardware industry. 

Outstanding manufacturers and 
wholesalers assisted representa- 
tive association members in pre 
paring our Selling Guide for 1953. 

Our Hardware Week was made 4 
truly national, all-industry event 
through the active participation of 
leading brand name manufactul- 
ers and a promotional procedure 
which made merchandise and sales 
helps available to all hardware 
wholesalers and al] association 
workers. 

Addition of wholesalers to your 
IRHA national advertising com- 
mittee has afforded counsel lead- 
ing to enlargement of this enter 
prise in the interest of independent 
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hardware dealers and in the force- 
fulness and effectiveness of adver- 
tising performed and planned for 
the current years. 

The Secretaries’ Conference with 





36 of the 37 affiliated associations 
represented reached a new level of 
activity and was followed by 
other worker conferences at Indian- 
apolis. 

A Merchandising Conference 
brought together at your national 
headquarters the store engineers 
of our affiliated associations. 

A Management Conference 
brought together the auditors and 
accounting specialists of our affili- 
ated associations. 

These meetings built for service 
progress through improved store 
planning, merchandising, fixture 
design, lighting and related sub- 
jects and through planning new 
and expanded aids in store record 
keeping, interpretation and appli- 
cation. 

Enlargement of our national as- 
sociation staff has led to expansion 
of former services and addition of 
new activities designed to benefit 
the entire hardware industry. 
Dealer services have been modern- 
ized and extended to provide new 
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Hill, vice president; Robert H. Westbrook, new president, and John T. Skolfield, retiring president. Stand- 
ing are, left to right: Edgar W. Brasch; H. B. Meyer; Carl E. Graeff; Rupert B. Watson, new director; L. A. 
Luedtke; Carl A. Miller, advisory committee; Fred Gartner, new director; J. D. Reynolds, advisory committee; 
Melvin Kraemer and G. W. Aspinwall, directors. 


and improved bulletins on a wide 
range of subjects. A merchandis- 
ing laboratory store in the NRHA 
building has made possible the es- 
tablishment of a consulting ser- 
vice for manufacturers to help 
create more effective merchandis- 
ing and promotional materials by 
manufacturers at tremendous sav- 
ings of experimentation costs in 
designing aids appropriate for to- 
day’s hardware stores. 


Profitable Selling 


All members have been aware of 
the progress so apparent during 
the year. While things have been 
done under the direction of your 
NRHA board of governors, the 
fact is that credit is due to a large 
extent to the youthful, vigorous 
and competent leadership afforded 
in the person of our present man- 
aging director, Russell R. Mueller. 

To sell hardware in large quan- 
tities and at good profit is not as 
easy as it was. Perhaps it would 
have been better for us if business 
had never been so good. But by 
any standard other than wartime 
boom with demand running ahead 
of supply, business is very good, 


with mostly fair skies ahead so far 
as we can see. 

Local conditions — floods or 
drought, strikes or labor peace— 
naturally cause variations from 
any general pattern, but for the 
most part business analysts see 
consumers, including farmers, able 
and willing to buy when convinced 
price is right. 

Competition is getting rougher! 
This is to be expected when goods 
are plentiful and customers are a 
trifle price conscious. 

Keener competition brings its 
train of evils—price-cutters, chis- 
elers, discount dealers and others. 
These we see all around us. They 
irritate, but are seldom fatal to 
regularly established, conventional] 
enterprises. 

Keener competition also brings 
improved processes—more efficient 
merchandising and promotion pro- 
cedures to capture the consumers’ 
patronage; closer controls to yield 
a profit from the narrower mar- 
gins. These we see, also with more 
outlets adding hardware lines to pull 
customers away from our stores. 

We see, too, the advancement in 
merchandising and management 

(Continued on page 80) 


53 


i} 
| 
| 
| 
| 
f 














the new NRHA president 


Robert H. Westbrook 


A hardwareman in Riverside, Calif., since 1923, 
Robert H. Westbrook is the new National Retail Hard- 
ware Association president. He was elected to that 
office at the 54th NRHA Congress in Miami Beach. ' 

Long active in hardware association affairs he was 
president in 1936 of the Pacific Southwest Hardware 
Association (then known as the Southern California 
Hardware Association). His father had served in the 
same capacity many years before him. 

He was elected a member of the NRHA board in 
1943 succeeding George Green of Long Beach, Calif. 

In addition to his hardware business and associa- 
tion duties he has found time to give his talents to 
offices in other business groups and to participate in 
numerous civic activities. 

Following several years of summer-time employ- 
ment at the J. R. Westbrook Co. he joined that organ- 
ization on a full-time basis in 1923. Six years later 
he became general manager of the company. Of this 
responsibility he says, “just in time to face the depres- 
sion. It was quite an experience.” 

His parents had moved from Tennessee to California 
in the early ’90’s with Bob Westbrook arriving at their 
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home in 1899. His father had gone to the Pacific Coast 
to open up operations for the former Simmons Hard- 
ware Co. of St. Louis, and in 1900 helped establish 
the present Westbrook firm. He had been associated 
with the late Saunders Norvell during his years with 
Simmons. 

Robert H. Westbrook attended public schools in 
Santa Monica and Riverside and went from high school 
to enlist in the U. S. Marine Corps with which he 
served in France and Germany during and after 
World War I. He then became a student at the Uni- 
versity of California at Berkeley, later transferring 
to Emory University in Atlanta, Ga., where he con- 
cluded his college education. 

In 1926 he and the former Miss Betty Rimell were 
married. Their daughter, Martha (Mrs. Basil Pafe), 
is the wife of a Command pilot and Captain stationed 
at Houston, Tex. Philip, their son, was graduated last 
year from the Harvard School in Los Angeles, and 
was chosen as an English Speaking Union exchange 
scholar to attend school in England for one year. He 
expects to enter Stanford University this fall. 

Bob and Mrs. Westbrook make their home in an old 
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Top—The Westbrook store in Riverside, Calif. Lower left—Mrs. R. H. Westbrook. Lower right—The | W est- 
brook home. 


adobe house in the middle of a 20-acre orange grove. 
Their home was featured in an article in the Los 
Angeles Times magazine section and was the setting 
for part of a film starring Charles Boyer. Mrs. West- 
brook, Sr., resides in a small house in the same plot. 

His library of more than 2,000 volumes is another 
of his interests. He may often be found browsing in 
book shops seeking other literature for his collection. 

The Westbrook store was completely modernized 
in 1952. Several photos of it were published in the 
March 5, 1953, issue of HARDWARE AGE. Started as a 
farm store, 52 years ago, it has been changed through 
the years to one with highly diversified lines. Still 
basically a hardware store its advertising emphasizes 
that it offers complete homefurnishings. 

Westbrook’s basement location hardware department 
occupies 7,500 sq. ft. of fioor space, plus storage and 
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service areas. A 45x160-ft. first floor area is devoted 
to housewares and gift goods. The firm’s 12-month 
toy department is in a special 30x60-ft. section. 

Last year Bob Westbrook was elected to the River- 
side Board of Freeholders created to draft the city’s 
new charter. He has served as an officer or director 
of: the American Legion, Community Hospital, Red 
Cross, Riverside Chamber of Commerce and the River- 
side Business Men’s Association. A past chairman of 
the City and County Highway Committees, he is now 
a member of the Statewide Highway Committee of the 
California State Chamber of Commerce. 

A member of the Los Angeles Trade Fair Commit- 
tee, he is a director of the Citizen’s National Trust & 
Savings Bank of Riverside with assets in excess of 
$115 million. He is a vice president of the People’s 
Finance & Thrift Co., a Mason and an Elk. 
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LIFE comes to IRHA program 


Outlines fall promotion to tap 
vast “Do-it-yourself” market 


That was a great decision made 
in 1949. I recall so pleasantly, Presi- 
dent Skolfield, your part in framing 
the first resolution recognizing the 
need and opportunity for a national 
public relations program to adver- 
tise the independent hardware 
store’s value and services. 

This idea from the outset was 
conceived as a promotion to be sup- 
ported by the entire hardware in- 
dustry, with benefits accruing to 
manufacturers, wholesalers and re- 
tailers. Your IRHA National Ad- 
vertising Campaign is so recognized 
today. It is one of your biggest 
membership benefits. It is an indus- 
try-wide activity planned to help 
you sell. 

(Editor’s note: Mr. Christopher 
used a series of charts to summarize 
IRHA national advertising. The 
substance of these charts was as 
follows:) 

The first year, state and national 
reserves were used to prime the 
pump and get the program under 
way. Now the program is relying 
wholly on direct contributions from 
members and wholesalers, plus man- 
ufacturers’ tie-in advertising sup- 
port. 

$2 million has been invested in 
national consumer publications and 
retailer advertising in home-town 

media. The initial objective was to 
repeat the independent hardware 
service story in as many ads and in 
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by C. J. Christopher 
Manager-Treasurer, 

Minnesota Retail Hardware Assn. 
Minneapolis, 


as many publications as the budget 
would cover. 

Every new step taken has been in 
the direction of more industry-wide 
participation. One of Russ Mueller’s 
first steps as managing director was 
to name wholesalers to the national 
advertising committee. Wholesalers 
have made a substantial contribu- 
tion as you will learn, from Charles 
Wheeler. 

Funds for 1953 have been ob- 
tained wholly from the generous 
support of 4,338 members and more 
than 200 hardware wholesalers. The 
association advertising committee 
authorized a more concentrated 
campaign with larger ads, and more 
color for greater sales impact. In- 







stead of a barrage of smaller ads, 
greater fire power will be concen- 
trated in the two principal hard- 
ware selling seasons — spring and 
fall. 

The two-color, full-page ad in the 
April 18, issue of the Saturday Eve- 
ning Post announced the first,major 
1953 promotion — IRHA Hardwate 
Week—April 17-25. 

Over 3,000 tear sheets were sent 
by two clipping bureaus, member 
ads coming from all states. Total 
lineage of tabulated ads was 134,257 
column inches. The cost of this 
newspaper space was estimated at 
more than $200,000. These ads fea- 
tured the 29 manufacturers’ adver- 
tising mats 5,715 times. 

Hardware wholesalers distributed 
through members 10,902,408 con- 
sumer circulars. More than 5,00 
members distributed these circulars. 
Combining the cost of newspaper 
and wholesaler circulars, $442,000 
was spent in local level promotion. 
It is estimated that more than 20 
million American families read 
these IRHA hardware circulars and 
newspaper ads. 

Immediately after Hardware 
Week seasonal newspaper advertis- 
ing mats for May, June and July 
were again offered free to mem- 

bers. So far, 2,685 mats have been 
requested and supplied to members. 
This represents more than 74,000 
column inches of local advertising 
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space for which members will pay 
over $55,000. Since these mate were 
first offered in 1950, members have 
run more than 400,000 column 
inches in newspaper ads featuring 
the IRHA emblem. 

The next major fall promotion 
will be designed to tap the big “do- 
it-yourself” market. With skilled 
help inadequate and high labor 
costs, more people are doing their 
home jobs themselves. It is esti- 
mated that every household unit in 
the United States needs at this mo- 
ment $77.10 worth of tools and sup- 
plies for “do-it-yourself” projects. 
Multiply this by 50 million family 
units and you arrive at the total 
market of $385 million—more than 
the entire industry sold at retail in 
1952. To capitalize on this trend and 
sell that market, a promotion has 
been planned for October. 

Consumer buying reaches a peak 
in October when the IRHA double- 
page, four-color ad will appear in 
Life Magazine. This promotion will 
be co-ordinated to include the entire 
hardware industry. The headline 
reads, “To make it yourself, fix it 
yourself, do it yourself, get your 
free ‘show how’ booklet from the 
hardware man with the ‘know 
how.’” Illustrating seven typical 
home work projects designed to ap- 





peal to the greatest number of read- 
ers, it briefly describes each project. 
It call attention to stores displaying 
the IRHA emblem in which readers 
may get a free 8-page booklet giving 
simple instructions on how to do 
each of the seven illustrated pro- 
jects. 


$120,000 Invested 


Thirty-six manufacturers of fa- 
mous hardware brands are joining 
in this Life promotion to give it 
great consumer impact. The double- 
page spread will have the footnote: 
‘IRHA ad for 22,000 member stores 
continued on the next six pages.” 
Forty famous brand advertisements 
will run in one-eighth page units in 
lack and white and _ illustrate 
tools and supplies necessary to do 
the various illustrated projects. 
Manufacturers are investing $120,- 
00 to support the program. 

The free dealer promotion and 
merchandising kit will be sent to 
22,000 member stores early in Sep- 
tember. 


The kit will include: 40 giant 





Two newly elected members of 
the NRHA Board are Rupert B. 
Watson, left, and Fred Gartner. 


“Fact Tags”; one 5 x 16-in. gummed 
strip offering free IRHA “How To” 
booklets as advertised in Life; one 
11 x 14-in. paper poster with copy 
“as advertised in Life;” four sizes 
of IRHA emblem mats; one com- 
plete two column by 10-in. “How 
To” ad mat; 16 manufacturers’ ad 
mats and one preprint of each of 
seven pages of advertising. 

A comprehensive instruction 
sheet will be in each package. Pro- 


motion sheets will suggest eight 
easy ways to promote the campaign 
in the member stores. These promo- 
tion sheets will suggest: covering 
advertising, window displays, in- 
terior store displays, merchandis- 
ing, group promotions, radio, TV 
and news stories. 


Adequate newspaper ad-material 
will be in the kit for dealers to 
make up ads as small as two col- 
umns by 10 in. or as large as full 
pages. A complete two-column by 
10-in. ad features the free “How 
To” booklets. The seven projects 
will be listed. Sixteen mats 2-col- 
umns wide by 2 in. deep show manu- 
facturers’ trademarked brands. Two 
mat sheets include “Advertised in 
Life” logotypes in three sizes and 
IRHA official emblems in five sizes. 

Where practical, dealers should 
group their advertising efforts, take 
large newspaper space, promoting 
the entire campaign and the various 
merchandise items — sharigg the 
cost. 





Officers of the 


NATIONAL RETAIL HARDWARE ASS'N 
Elected at Miami Beach, July 16 


President 
*Robert H. Westbrook, Riverside, Calif. 


Vice President 
*A. B. Hill, Portsmouth, Va. 


Managing Director 
Russell R. Mueller, Indianapolis. Ind. 
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(*Newly elected) 


Directors 


G. W. Aspinwall, Hawkeye, lowa 
Edgar W. Brasch, Levelland, Tex. 
*Fred Gartner, Wyandotte, Mich. 
Carl E. Graeff, Dayton, Ohio 
Melvin Kraemer, Marysville, Kan. 
L. A. Luedtke, Fairmount, Minn. 
H. H. Meyer, Shawano, Minn. 
*Rupert B. Watson, Atmore, Ala. 


Advisory Commitee 
John T. Skolfield, Gardiner, Me. 


Carl A. Miller, Kendallville, Ind. 
J. D. Reynolds, Carthage, Mo. 
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A new “Item of the Month” program is planned 


in which each month will see a promotion of a 


single item that has been selected by NRHA and the eighth grade to go to work & Bigut we ne 
a retail hardware store. For more § step in fro 
built to their specifications by manufacturers. than 51 years now, I have climbed J yor to tak 


the ladder, one rung at a time, person who 





filling every _kind of position The aver 
from combination retail clerk and big chain 
plumber’s helper to manager of sell for less 
Denenlents largest retail hardware chandising 
= rng back ~ 1920. _ than the ir 
: é n the succeeding years, ave fortunately 
Let me make it clear that I am ctimbed all the rungs of the jobbers | jm tn 
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ers, ships, bills and collects 

A wholesaler does all of these 
things, but he does not stop there. 


came a full-fledged wholesaler by hat them 
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by Charles Wheeler signed to help bring more custom- od yet devised. But we are at the tive custor 
President, ers into the retailer’s store where fork of the road right now. We our father 
Salt Lake Hardware Co. they will be exposed to merchan- must decide whether we shall tum An enti: 
Salt Lake City, Utah dise they seldom see in the average _jeft and take the easy, broad, paved run our h 
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retailer do those things the retailer our business. Or we can decide t never hea 

cannot economically do for himself. take the right hand road which is have hide 
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hind legs and fight and do a mer- 
chandising job that will put these 
outlets back in second place where 
they belong. 

The chains have no patent or 
monopoly on brains, ideas, or suc- 
cessful operations. 

True, they have been more ag- 
gressive than we have been, but 
they are big bad wolves only by 
reputation. The chain stores do not 
scare anybody who takes the trouble 
to analyze the reasons for their 
success. They have grown in the 
hardware field more because of the 
apathy of both wholesalers and re- 
tailers, than through any unusual 
genius on their part. 

We, the wholesalers, and you, 
the retailers, must accept the full 
responsibility for this condition 
vecause we have been sitting com- 
placently, cussing them and the 
manufacturers who supply them. 
But we never take the trouble to 
step in front of a full-length mir- 
ror to take a good look at the 
person who let it happen. 

The average consumer thinks the 
big chain operators buy for less, 
sell for less, and that they are mer- 
chandising wizards—much smarter 
than the independent retailer. Un- 
fortunately, these same consumers 
haven’t the faintest idea about the 
terrific merchandising power of 
these so-called little fellows because 
we have never taken the trouble to 
tell them. In fact, we haven’t even 
taken the trouble to tell ourselves. 


One Point Overlooked 


We have taken it for granted 
that no one could ever encroach 
upon our sacred domain, but we 
have overlooked one important 
point. There have been a tremen- 
dous number of funerals in Amer- 
ica during the past 30 years and 
many babies have been born during 
that same period. The funerals 
have thinned the ranks of the 
loyal, understanding and apprecia- 
tive customers served years ago by 
our fathers and grandfathers. 

An entirely new crop of citizens 
run our hardware stores and buy 
the hardware needs for their re- 
spective homes. Many of them 
never heard of you because you 
have hidden your light under a 
bushel. But your competitors, the 


HARDWARE AGE, AUGUST 6, 1953 





Suggested store cards for the 
Item-of-the-Month program. The 


month's feature would be ac- 
corded l/arge illustrations. On the 
sides would be listed items of pre- 
vious months. 


chains and mass marketers, have 
told your customers in screaming, 
full-page newspaper advertising, 
glamorous and sometimes subtle 
radio advertising that they sell for 
less. 

That most potent advertising of 
all — word-of-mouth — is that the 
chain stores sell for less. People 
talking over the back fence actually 
believe the chains’ claim that they 
sell for less. 

Well, it just isn’t so. 

There is only one reason why 
you do not sell more hardware than 
all these competitors combined. You 
do not have the store traffic. In 
most instances the hardware stocks 
of the mass marketers are not as 
complete as yours. But the hard- 
ware the chain stores do have is 
exposed to more people. More po- 
tential buyers enter a chain store 
in one day than enter the average 
hardware store in a week or even 
a month. 

I am here to tell you about a pro- 
gram for doing this that is as sim- 
ple as ABC, yet it is utterly fan- 
tastic in its possibilities. 

The new “Do-It Yourself” pro- 
gram, breaking in the Oct. 5 issue 
of Life Magazine, is terrific. This 
colorful, double-page spread with 
its 6144 pages of manufacturers’ tie- 
in ads will direct hundreds of new 


customers to your store. Whether 
you capitalize on this nation-wide 
program or merely “fiddle while 
Rome burns” will determine its suc- 
cess. It is a magnificent project, 
but it isn’t worth a nickel unless 
you, in your own communities, put 
a fire under it and make it sizzle. 

Now I come along with a third 
project which is the next logical 
step in the IRHA forward march. 
It ties in perfectly with what is 
already being done. 

The purpose of this new pro- 
gram is to pull customers into your 
store throughout the year by 
means of sales of specific merchan- 
dise through an “Item of the 
Month” plan which will step up the 
tempo of your cash register. 

And here is how: 

(Editor’s note: Mr. Wheeler used 
a series of charts to illustrate the 
various phases of the Item of the 
Month program, discussed in the 
following comments.) 

The big lie is that “Chain stores 
sell for less.” To prove this is not 
true, select 50 hardware items at 
random from any average inde- 
pendent hardware retailer. Dupli- 
cate the purchase from a chain 
store. Compare sales slips. Chain 
stores do not sell for less. 

But—the public does not know 
this. All they have ever been told 
through IRHA national advertising 
—up until now—is, “Buy from us— 
because we: own our business; sup- 
port local projects; are civic mind- 
ed and are entitled to the hardware 
business.” 


Consumer Doesn't Care 

Let’s face it! 

The average consumer doesn’t 
care where he buys his hardware 
needs as long as it is good quality 
and he has the money in his pocket 
for which the price ticket calls. 

Our problem then is to simply 
tell ’em the truth, and repeat and 
repeat and keep on repeating this 
important fact: the handy-helpful 
hardware man is best qualified to 
serve with better selections, better 
quality, better know-how and better 
values. 

The wrong approach is advertis- 
ing without product or without rea- 
son for action. You cannot break 
through the stone wall of consumer 
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indifference and prejudice. Conse- 
quently, no dollars are put into the 
retailers’ cash registers. 

Nothing happens. 

The silent cash register is the 
dismal result of too little store 
traffic. 

The right approach is sustained, 
creative advertising plus things 
folks can see and feel, wanted prod- 
ucts, tie-in store display and re- 
tailer know-how. Courteous help- 
ful service produces consumer de- 
sire and action. 

The sleeping giant is awakening. 
Twenty-two thousand independent 
retailers will swing into action on 
this new nation-wide program. 

They become the most power 
mass marketing group in America. 

Their selling power is far great- 
er than all combined competition. 


What Are the Items? 


More than 400 qualified whole- 
salers, 8500 wholesaler salesmen 
and 22,000 IRHA retailers will have 
a unified program. Every trading 
center in the U.S.A. is blanketed 
by one or more handy-helpful hard- 
ware men. 

What are these items of the 
month and how does the plan 
work? The hardware “Item of the 
Month” plan is simply a complete 
reversal of the traditional proce- 
dure in marketing a new item. 

Let’s use a claw hammer to illus- 
trate. The usual process is for the 
manufacturer to make the hammer, 
advertise it, and offer it to the 
wholesalers. Then the wholesalers 
offer it to their retailers. In due 
time the retailers offer it to the 
public and all hope that a few 
hammers will be sold. 
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Left—The president's table at 

the informal Industry Banquet 

on the pool deck of the Casa- 
blanca Hotel. 


Below—Some of the delegates 
at the Industry Lunch for Men 
on Tuesday. 
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Under the proposed Item of the 
Month plan, and subject to change 
in mechanics as we get into the 
program, a committee of retailers, 
appointed by your association, de- 
cides the exact type of hammer you 
want and approximately the price 
range at which you believe it should 
be sold to represent an outstanding 
value. 

After this ‘selection has been 
made by the retailers’ group, a 
committee of wholesalers would 
probably arrange for the purchase 
of this hammer from one or more 
manufacturers of hammers based 
on your committee’s quality specifi- 
cations. 

When the manufacturers have 
submitted a firm proposal to supply 
these hammers and the wholesalers’ 
procurement committee has ap- 
proved placing the orders, then the 
advance advertising would be pro- 
duced by IRHA headquarters in co- 
operation with the manufacturers 
and this material would be sent to 
the wholesalers for use in contact- 
ing all retailers and securing from 
them their firm orders for their 








estimated requirements for the pro- 
motion well in advance. 
The smallest dealer would buy at 


least one dozen hammers, while 
larger dealers would buy three, six 
or 12 dozen. If 22,000 retailers 
order only one dozen, the aggregate 
of the wholesalers’ orders from 
22,000 IRHA members would be in 
excess of 22,000 dozen hammers. 

Several manufacturers would 
make the identical hammer bear- 
ing their individual brand and also 
the insignia of IRHA. It would 
have a plastic label on the handle 
indicating that it is the IRHA 
Hammer of the Month. 

The low production cost of a one- 
run order of this size would result 
in an excellent retail value on a 
quality hammer. It would allow 
both retailers and wholesalers their 
historical profit margins and would 
provide an advertising allowance 
sufficient to cover all or at least a 
large part of the cost of window 
and store promotions. This mate- 
rial would be provided by IRHA 
headquarters and sent directly to 
its members in advance of the Item 
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Right—Mrs. John T. Skolfield, 

under the flag, welcomes the 
ladies at the Tuesday noon 
luncheon and style show. 


Below — Hardwaremen and 

their families make the rounds 

of the tables on Monday night 

during the President's buffet 
supper. 















































of the Month promotion schedule. 

Under this plan all retailers’ or- 
ders would be placed with whole- 
salers well in advance and whole- 
salers’ orders would be placed with 
the designated manufacturers even 
before a single hammer is manu- 
factured. The manufacturer would 
have no sales cost whatsoever, as 
the orders would, figuratively 
speaking, be handed to him on a 
silver platter. The wholesalers 
would have no inventory problem, 
as this is a one-shot promotion. All 
IRHA retailers would get squarely 
behind the promotion because it is 
their own selection and the item 
would definitely be competitively 
priced. 

The greatest value of this Item 
of the Month program—even more 
important than the sale of the ac- 
tual merchandise each month—is 
that it will positively pull custom- 
ers into the independent hardware 
retailer’s store. It will create addi- 
tional store traffic. This exposure 
of the hardware retailer’s merchan- 
dise to more people will result in 
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unbelievable sales through impulse 
buying. 

By means of charts, I will show 
you 12 items that have been select- 
ed and how they would be pre- 
sented, merely to visualize what I 
am talking about. These may or 
may not be the specific items your 
committee would choose. But they 
are items which lend themselves to 
this type of promotion. 

Editor’s note: Mr. Wheeler used 
a series of charts to summarize the 
phases of the program. The sub- 
stance of these charts was as fol- 
lows: 


Hammer for January 

A claw hammer of outstanding 
value is suggested as the “Item of 
the Month” for January. A coffee 
percolator is suggested as the “Item 
of the Month” for February. Side 
strips on each monthly card sup- 
plied dealers will show current and 
previous monthly items under the 
heading of “IRHA Recognized 
Values.” 

The purpose of these side strips 
is to remind your customers that 


this is a 12-month program. As 
these monthly offerings are made, 
your customers will look forward 
to the next one. They also provide 
a follow-through to the retailer 
who may have a few items left 
from the month in which the item 
was featured. 

An electric kitchen clock is sug- 
gested as the “Item of the Month” 
for March. A hand saw is sug- 
gested for April. The items for 
previous months will be carried 
on the side strips as “IRHA Rec- 
ognized Values,” while the months 
ahead will carry a question mark 
to arouse interest in items yet to 
come. 

A baseball and glove is the sug- 
gested “Item of the Month” for 
May. A stainless flatware set is 
suggested for June. 

An aluminum chicken fryer is 
suggested as the “Item of the 
Month” for July. A three piece tool 
set is suggested for August. An 
electric iron is suggested for 
September and a kitchen knife set 
is suggested for October. 


Auger Bits for November 


At this point there would be 10 
“ITRHA Recognized Value” items 
shown on side strips—and only two 
question marks. All of the 10 items 
have wide acceptance. 

An auger bit set is suggested as 
the “Item of the Month” offering 
for November. An electric toaster 
is suggested for December. 

“Item of the Month” promotion 
material would include: window 
streamers, window pennants, store 
banners, “Item of the Month” 

(Continued on page 80) 
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60 Tips On 
Quick Service 


oe 


...a solution to the basic problem 


of cutting selling costs will be found in 


smart application of quick-service ... 


by E. B. Weiss 


Director of Merchandising 
Grey Advertising Agency, Inc. 
New York City 


A business proves itself not by 
its record during boom years—but 
by its record during poor years. 

The break-even point in the re- 
tail hardware store, as in most 
businesses, is at a dangerously high 
level. What may happen to your 
ever-shrinking net profit margin if 
we run into a period of declining 
prices, mounting shopper resis- 
tance and the mounting retail com- 
petition which always accompanies 
increasing shopper resistance? 

Costs seldom, if ever, come 
down automatically. They must be 
brought down—forcefully and even 
forcibly. It would seem only sen- 
sible to take the position that the 
time is here when costs must be 
brought down in your field. 

Practically every hardware store 
does up to 50 pct of its week’s vol- 
ume in 12 to 15 hours. Sears re- 
ports that in some of its store 
units, over 70 pct of the week’s 
total is done in eight to nine hours. 
Startling? Sure thing. But here 
is a tid-bit even more startling: 
Practically every hardware store 
could reverse its down-trend in net 
profit percentage if, during that 
peak period, it could: 
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1—Cut in half Walk-outs caused 
by the inability of the customer to 
get near a counter or to find a 
salesperson who isn’t busy. 

2—Make it physically possible, 
in the short time available to the 
customer during these few peak 
hours for the customer to buy more 
rapidly, and thus to buy more. 
More customers walk out during 
peak periods having done only half 
the buying they intended to do— 
than during all of the remaining 
store-open hours of the week! 

It is during these few peak hours 
that from 50 to 75 pct of a store’s 
total week’s traffic troops through 
the aisles. How can they be stopped 
and sold more effectively? 

I believe that a solution to this 
peak-hour problem—as well as to 
the basic problem of cutting costs 
will be found in smart application 
of quick-service techniques in your 
store. 

How can you sharpen your use 
of quick service techniques? I 
offer you the following 60 sug- 
gestions: 

1—Spend more time, money and 
gray matter on signs and cards 
that sell. I am amazed how much 
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signing consists simply of mer- 
chandise classifications. The less 
personal selling on the retail floor 
—the more of the selling job that 
must be taken over by signs, cards 
and tags, and even by mechanical 
selling devices. 

2—Encourage your suppliers to 
make available more pre-packaged 
merchandise. I might mention in 
this connection that the food sv- 
pers did a good deal of pre-pack- 
aging themselves and as a matter 
of fact on certain categories they 
still do. 

3—Cut down your out-of-stock 
condition. Under quick-service sell- 
ing this represents a serious loss. 
Under quick-service selling maxi- 
mum stocks must be on the selling 
floor particularly during the peak 
selling period. Forward stocks in 
some categories must be increased 
from 10 to 30 pct and promptly re- 
plenished. 


Check Your Fixtures 


4—Check the height of your fix- 
tures—check the design of your 
fixtures. Fixturing is the heart if 
not the soul of quick-service selling. 

5—Refine your departmentizing 
to the nth degree. Whatever you 
can do that will help your custom- 
ers to find the merchandise they 
want more easily will benefit you 
greatly under quick-service selling. 

6—Check your present policies 
with regard to the related display 
of merchandise. I think that this 
will be a big development of the 
near term future. In some super 
markets today they are displaying 
percolators along with the coffee 
and that will give you an idea of 
what I refer to. Remember you 

(Continued on page 64) 
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The outstanding sponge th sales 
because the name 





stands out! 
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IT’S EASIER TO SELL Du Pont Sponges because no other label 
/ on sponges is as well known as this oval. It’s seen billions of 

times yearly in Du Pont advertising and on packages... . 
/ stands out with sponge customers three ways: 


e@ IN ADVERTISING —Your customers are 
reading about Du Pont Sponges in LIFE, 
SATURDAY EVENING POST, 
GOOD HOUSEKEEPING ... have 
seen them advertised longer than any 
other cellulose sponges on the 
market! 





@ IN SALES APPEAL — When people 
think about sponges, they think 


about DU PONT Sponges... oe, 
made by the makers of S =¥) 
Nylonand Cellophaneand \ 


all the other “better 
things for bétter liv- 
ing.”’ It’s a real sales 
“plus.” Cash in on 
the only sponge 
with the Du Pont 
label! 


@ IN SERVICE—Custom- 
ers like the way Du Pont 
Sponges are “‘so easy to 
clean with ...so easy to 
clean after using.’’ They’re 
looking for genuine long- 
wearing Du Pont Sponges in your 
store now. 





So be sure you have plenty of easy-to-sell 
Du Pont Sponges on hand. Order today! 


806. u. 5. Pat. OFF 
BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


Up 


aN 


k for this oval . . . it identifies the only sponges made by Du Pont — 
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Don't Forget! 


Werner 
CHROMTRIM 


with BIG SPACE... 


MASS MARKET 
NATIONAL 


ADVERTISING 


Now is the time to tap the sales set 
up for you. Werner Chromtrim Metal 
Mouldings are especially designed 
for the big, booming “Do-It-Yourself” 
Market. They cut, work and fit easily 
...come in six-foot lengths, protec- 
tively and brand name wrapped. Alu- 
minum or Stainless Steel...Shapes for 
every need. 






ta 


5 V4, . 
i J 5 
{ 4” Werner Chrom- 
hy trim Merchan- 
,) diser— Compact & 
attractive display 











stops and makes 
the passers buy — 
Stainless Steel or 


Werner Alumi- 

rs —Com- 
plete line... 
extensions, plat- 
forms, singles, 
steps and stool. 


ing assortment of eight Chromtrim 
shapes. 














Ask your distributor — or 






R.D.Werner Company, Inc., 295 Fifth Ave. 
New York 16, New York, Dept. C7 








write direct for full information. | 

















Aluminum. FREE stand with start- | 


| 


Quick Service Tips 
(Continued from page 62) 


are aiming for a higher average 
sale. 

7—Check your stocks to deter- 
mine which categories require per- 
sonal selling. And then plan your 
entire operations so that your sales- 
people can concentrate more of 
their time on these categories. As 
it is, too much of the time of floor 
people is devoted to mechanical 
operations in connection with mer- 
chandise which really does not re- 
quire selling. 

8—Plan to cut down the time 
required to complete the purchase 
after the shopper has made a se- 
lection. The cash-wrap desk is a 
coming development. If I may be 
permitted to refer to Sears again, 
then, I might point out that they 
installed cash-wrap desks in two 
units some six months ago and 
today have put them into over 50 
store units. Use of these units 
cuts the shoppers’ time—and cuts 
retail costs. Remember always that 
the customer wants to shop faster. 


9—Remember that under quick- 
service retailing smart displays 
can very effectively step up the sale 
of your higher price lines and your 
larger sizes. I refer both to mer- 
chandise display and to effective 
signing. 

10—Arrange to keep a record of 
the questions shoppers put to your 
floor attendants. 

11—I believe that in certain 
merchandise categories volume will 
be larger if the merchandise is dis- 
played by sizes, colors, etc., rather 
than by vendor brands. That is 
quite an admission for an adver- 
tising agency man to make! 

12—Remember that everything 
that you want to sell must be out 





Trophy winners in the 
golf tournament with J. 
D. Reynolds, who di- 
rected the event. Left to 
right: Mr. Reynolds; W. 
H. Howell, secretary of 
Florida and Georgia 
associations, low gross; 
Dick Gregory, low net, 
and Fred Kuester, blind 
bogey winner. 


on open display. Narrow your ags- 
sortments down within reason to 
the best selling numbers and keep 
just a few fringe items on either 
side of the best sellers. 

13—Select your proven best sell. 
ers for display at main traffic ]o- 
cations to hit the largest number 
of people. 

14—-Identify your employees— 
remember that your floor people 
are coming out into the aisles and 
the shopper may not be able to tell 
a floor attendant from another 
shopper. 

15—You may want to lengthen 
your tables. You gain more dis- 
play space by eliminating some 
cross aisles and you can depart- 
mentize better on the long counter. 


Neatness Important 


16—Customers will not venture 
behind the conventional lineup of 
tables to inspect merchandise in 
wall cases or in narrow enclosures. 
Self-selection will not succeed in 
any area which appears inacces- 
sible or out-of-bounds. 

17—Neatness is of great impor- 
tance. There is little appeal in care- 
lessly piled stocks. That is just 
poor housekeeping. Your sales- 
people must be trained to become 
good retail housekeepers. 

18—A store arranged for self- 
selection is one in which the pre- 
sentation of goods is such that it 
is easy for the customer to find what 
she came to buy, see it, feel it, 
make up her mind and buy it 
quickly and pleasantly. 

19—Gondolas, flat-binned tables; 
two, three, and four-tiered fixtures 
and open-wall displays are the 


order of the day. This is really a 

revolution in a store that up to 

three years ago hid a large amount 
(Continued on page 68) 
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Newspaper Mats 







i— The best hevsekeepers 


« Bissell 
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Fact Tags 




































Rack Toppers 












all n{ EW advertising an 


promotion program..-timed right... 
planned right:--to help you sell more! 


You know how the ladies are—come September and they fall to . 
cleaning house. Which is exactly why Bissell’s “Best Housekeepers” sf 
promotion is timed to begin just then. 

First off, there'll be gay ads like the one above in American 
Home, Today’s Woman in September — and in Good Housekeeping, 
Better Homes and Gardens, Bride’s Magazine and Bride’s Reference 
Book and Chatelaine (in Canada) in October. 

And to help you clean up at this clean-up time, there’s a raft 
of Sales Helps—newspaper mats, folders, fact tags on every 
sweeper, handle cards, rack toppers. (Better check your Bissell 
Sweepers, too. Naturally you'll want a complete line!) 

For more details, for free Sales Aids, just write: 


Bissell Carpet Sweeper Company, Grand Rapids 2, Michigan. 














NEW GRAND RAPIDS SWEEPER 


Handsome new streamlined design for America’s 
best-known sweeper. Wheels concealed! Finest 
sweeping performance...nylon bearings! Brush ad- 
justs automatically to any carpet . . . other “de luxe” 
features. Sable Brown. It’s going to be a big seller 
this fall...so stock plenty! To retail at $9.95. 

Slightly higher in West and Canada 
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Surveys show 71% of The ] 
clock purchases depend 





on variety you display! for S 

































DECOR $6.95* YACHTSMAN $9.98* LITTLE TEL $5.50* LITTLE © 
Smartest look at amazingly low Neat, nautical alarm. Ivory color or America’s most advertised electric Ever-por 
l price! Dependable alarm. new brown case. alarm. New dial and hands. New dia 









19 PAGES OF FULL-COLOR ADVERTISING THIS FALL! 
LIFE! THE SATURDAY EVENING POST! BETTER HOMES AND GARDENS! 

















Call your distributor now! NE 









LITTLE 
‘ y . ’ . . . ’ 
Display more and you'll sell more of America’s leading line of electric clocks! Sweet f 
es hh ate Anca nous tea 
"Prices plus tax. Prices and specifications subject to change without notice. Telechron is a trademark for products of Telechron Dept., General Electric Company, Ashland, Mass. (ee cameos 
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new variety in design! 












: and ELECTRIC 
new 
look CLOCKS 
The Telechron clock line provides a price and design 
id i 
for every customer! SP ge 
/ SP, ECIAL tata 
i E 
! Y, 
/ 
! 











LITTLE TEL $5.50* 


ectric Ever-popular design, in brown case. 
New dial and hands. Alarm. 








ENS! 


























LITTLE TEL $6.50* TIARA $7.95* TELEMAID $6.95* 
ocks! Sweet fast-seller—with new lumi- Jewel of an alarm. Ivory color or new Conventional styling. Chrome-color 
nous features. Alarm. pink, blue, green pearlescent cases. panels. Red, white or yellow case. 


land, Mass. 
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Quick Service Tips 


(Continued from page 64) 


of its merchandise behind glass or 
in drawers. 

20—Several large hardware 
stores report that they have far 
better stock control in their self- 
service stores. They have adopted 
systems under which each section 
of the store is checked daily. The 
employee responsible for a section 
works with a control form showing 
the maximum and minimum shelf- 
stock permitted for each item. This 
form is used for daily ordering 
from the stockroom where a similar 
control method determines. the 
stockroom’s weekly or semi-weekly 
needs from the warehouse or from 
the manufacturers’ plants. 

21—Every conceivable display 
method should be tested. 

22—-In featuring specials, a few 
hardware stores are now using spot 
tables while others rely on baskets. 
A more subtle approach in handling 
featured items that is gaining 
favor is the use of shelf trays that 
protrude a few inches from the 
shelving. Stores using this method 
say that the trays offer the same 
invitation to buy as when the sales- 
person picks up an item and holds 
it in his hand. 


Store Needs New Look 


23—Gondola ends should take on 
a different appearance from time 
to time to sell large quantities of 
merchandise and to give the entire 
store a new look. 

24—-Slow movers must be weeded 
out at a faster pace than at any 
time in your history. 

25—Quick-service retailing ap- 
peals to women. They’ve been con- 
ditioned to it by the food supers. 
You need more feminine traffic. 
Study displays of the food supers 
and the variety chains for ideas. 

26—Be sure that the customer 
can reach easily to the top of your 
fixtures. 

27—Don’t display boxed items 
with the long side front if it dis- 
plays better in another way. 


28—Note how the graduated . 


heights of some of the newer floor 
fixtures permit added visibility of 
a considerable quantity of mer- 
chandise. 

29—Another type of fixture is 
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called the gunboat. Its low con- 
struction permits mass displays of 
such items as household supplies. 

30—Shelves in some fixtures are 
being stepped back. Customers can 
see all the merchandise displayed 
on lower levels. Shelf edge risers 
keep merchandise in place. 

31—Make certain that merchan- 
dise is separated into clearly de- 
fined sections. 

32—A spot fixture near the door, 
with the items frequently changed, 
can work wonders. 


33—Special molding on_ shelf 


NRHA Convention _ 


motions and special displays peri. 
odically, but even then the goo 
merchandiser will get his volum 
with attractive selling displays 
rather than drastic price cutting, 
41—Never let a customer get the 
idea that your merchandise is not 
fresh. Irreparable damage can be 
done if this particular activity js 
not set up on a regular basis. Pe. 
riodic checks should be made of all 
merchandise to guard against the 








edges facilitates changing price 
tags and is almost a must. 

34—Rotate the location and size 
of space for certain categories as 
dictated by seasons. This was al- 
ways important—it’s doubly im- 
portant under quick-service retail- 
ing. 

35—Angled_ shelves 
found to aid visibility. 

36—Bin tables in front of regu- 
lar shelving are being used to spot 
seasonal and feature specials. 

87—The merchant who wishes 
his space to produce the maximum 
volume per sq ft will carry only 
the leading brands. 

388—Unknown brands are a great 
risk under quick-service retailing. 
Open display demands pre-sold 
brands. 

89—It will surprise you to see 
how the addition of a single item 
which is outside the scope of the 
categories that you should carry 
will lead you item by item, into an 
entirely new group which will not 
prove profitable and will give you 
no end of trouble in regaining your 
lost shelf space. 

40—Naturally you will run pro- 


have been 








A typical scene at the Industry 
Banquet held on the open pool 
deck. 


evil of permitting unsalable mer- 
chandise or shelf-warmers to re 
main on your shelves indefinitely. 

42—KEasily-read price markings 
must feature your displays. 

43—Pay special attention to cre- 
ating ample aisle space for greater 
shopping convenience. 

44—The ability to see inside the 
outer shell of the package—the 
ability to see the merchandise it- 
self—is a vital consideration when 
merchandise must be sold via open 
display. 

45—One fast-growing appliance 
and television chain operating on 
the super market method has had 
spectacular success by selling its 
smaller merchandise ready-pack- 
aged on the aisle tables, with 4 
demonstration sample exhibited on 
top where customers can see and 
handle what they may want to buy. 

46—Shoppers reaching to a shelf 
or counter, without help from sales- 
people or interference from counter 

(Continued on page 78) 
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New Patented 
Built-in Cup Holder 
now in all UNIVERSAL 










Now! Only Universal gives you all these real 








sales features to help you sell. Compare them 
with any other heavy-duty lunch kits. You'll 
see why smart dealers push UNIVERSAL! 








Patented built-in cup holder 


Loc-tite extra-heavy safety catches 






Oversize collapsible metal handle 


Grey finished box with identification 
holder on each end 


New “SHUR-GRIP” Vacuum Bottle with 
“Roc-lite” or aluminum cup 















Workman's Lunch Kits 
$2.89—$2.98 





oe 


























and now four other new stars in an “all-star” line 
kk kk 


> 





NEW “JUMBO” LUNCH KIT 
with 1/2 pint 
“SHUR-GRIP" Vacuum Bottle 


Large “Jumbo” Lunch Kit 
with cup holder and 1% pint 
bottle carries enough coffee 
and food for both rest time 
and lunch. Retails for $4.95. 
1% pint bottle only $2.49. 






NEW ‘‘2-N-ONE” 
CHILD’S LUNCH KIT 


with Food Container 


A terrific back-to-school and k 
gift item. Sturdy box—plus 
all-new Food Container for H 
home-cooked lunches. $3.49. 


The perfect vacuum container For all the facts—write us today! 
for home-cooked food. Wide pre rrneeeeeeeees eee ene - ' 
mouth opening isbigenough | Landers, Frary & Clark 
for any spoon. Eat out of it— 5 New Britain, Conn. 
Drink out of it. “Shur-Grip” | Please send me information on the following: 
| 
I 
| 


NEW WIDE MOUTH VACUUM x ¥ 
FOOD CONTAINER 
For Foods and Liquids 








aluminum case—“Snap-Tite”’ (J Workman's Lunch Kit [[] New “Jumbo” Lunch Kit 
ee psec ——- 10 [_] New Wide Mouth Food Container 
k age (J “2-N-One” Child's Lunch Kit 





STORE NAME. ccccccccccccccccnccccccccccccccccceccere 
ADDRESS. 2 2 cc cccccccccccccccccccccscccvevescceseceeoes 









LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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for a BETTER SHOT 
at BIGGER PROFITS 


. the only complete line of 
nationally advertised decoys 


Victor 
Veri-Lite 


Molded fiber. Waterproof. Natural 
colors. Movable heads that. can be fixed 
in permanent positions. Nine species. 


Victor + 


Majestic 
Standard 


Adjustable, all-position head. Plastic. 
Internally weighted. Shot holes easily 
repaired. Six species. 


* 


Victor 

Majestic 

Oversize 
Deluxe model. Tenite plastic. Will not 
shatter or peel. Molded eyes, rich colors. 


All-position head. Internally weighted. 
Six species. 


Victor Wood 
Oversize. Made from selected wood. 
Natural colors, realistic glass eyes. 
Nine species. 


4 


Victor Goose 4 | 

Full-size, molded 

fiber. Upright and 

feeding heads. Field decoy, convertible 
for water use. Glass eyes. Nests for 
shipping. Three species. 


Victor Great Horned Owl 


Realistically colored ‘‘plum- 
» age’’ effect. Owl sits on molded 

fiber “‘stump’’. Used for de- 
h coving crows. 


Victor Crow 
Realistic. Wire legs. Rugged 
molded fiber. 


Order Victor decoys from your wholesaler 


ANIMALTRAP COMPANY OF AMERICA 
Lititz, Pa. « Pascagoula, Miss. 


! 
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Of the Year 


by Harry Dietrich, Morley Bros. 


Winner of NRHA competition (at 
right in photo) tells how he won 
the Hardware Week contest. 


I have been asked to tell you of 
my experience with Hardware 
Week, It all started in March when 
I greeted by wife one morning ai 
the breakfast table with these 
words: “How would you like to go 
to Florida in July?” 

My wife asked how it would be 
possible to compete with salesmen 
in larger communities, such as 
New York, and with salesmen who 
had larger territories. I figured 
that, to win, it would be necessary 
to receive the votes of 90 pct of 
the association member dealers in 
my territory. This offered a rea! 
challenge. 

Now that it is finished, and we 
have had the pleasure of coming 
to Miami Beach for this week as 
guests of the association, I have 
been asked how it was possible to 
score the highest number of points 
received by a wholesale salesman 
in connection with IRHA Hard- 
ware Week for 1953. 

Every single vote in my area was 
used, and 90 pct of the cards had 
my name on them through the 
kindness of those dealers. 

Starting early meant getting 
busy when we were first beginning 
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to think about Hardware Week, 
when dealers were looking over 
the offerings of suppliers—includ- 
ing advertising, circulars and dis- 
play materials to supplement the 
official kit. 

It helps greatly if the house you 
represent has what it takes in mer- 
chandise and sales aids to interes; 
the dealer. On that score I was 
exceedingly fortunate. Our house, 
Morley Bros. of Saginaw, Mich, 
wko are celebrating their 90th 
year, had a wonderful sales cir. 
cular. We had a large selection of 
brand-name merchandise, our own 
specials, most of the merchandise 
advertised in the sales kit and 
mats and other dealer helps. 

I would like to emphasize that 
work is necessary to co-ordinate 
all this help by the wholesaler so 
that he can do his part to make 
this promotion a success. I pro- 
ceeded to get early orders for 
everything my dealers could use. 
I also sold to some new customer 
by advising them how to promote 
Hardware Week. 

Selling the Hardware Week idea 
played a large part in increasing 
sales for my house and for myseli. 

Hardware Week should be 
stressed, featured and promoted 
as the most important week of the 
year by hardware people. This re- 
quires the help and participation 
of everyone in the hardware field. 

I fee] that somehow I represen! 
wholesalers’ salesmen here if 
Miami Beach. I am proud to do 30 
because the man who calls on you 
does so regardless of weather, road 
conditions and whether he is well or 
ill. The salesman always greets 
you with a smile. He is enthusias- 
tic about his work and considers 
your welfare. He is patient when 
you are busy, and is willing to lend 
a helping hand—hoping that you 
will give him those want book 
items quickly so that he may ac- 
quaint you with things that are 
new and give you ideas for pro- 
moting certain items in your store. 
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@ Five out of every ten men 
in America will buy some 
Gillette product during the 
World Series promotion. 


e@ Consumers will spend 
over $1,500,000 on this spe- 
cial razor offer featured on 
Gillette’s World Series TV 
and radio broadcasts. 


e Over 286,000,000 
Gillette Blades will be sold. 
Feature large sizes . . . 75% 
of Gillette Blue Blade sales 
are 10s and 20s... . 50% of 
Thin Gillette sales are 10s. 


@ It will pay you to have 
these and all other Gillette 
items on display. 


- 


— 





; — 
Wis Soe 
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WORLD SERIES 
Record Book 


All-Time Records Diagrams of All Parks 
How to Score 1953 Player Roster 
All Star Game History 


— a 





Gillette's World Series Drive 
Grosses Retailers 15500000 


WORLD SERIES 
RECORD BOOK 
ATTACHED TO EACH 


SUPER-SPEED 
RAZOR SET 


(Packed 6 sets to rack; 
12 sets to carton) 


12 Sets $12.00 
Your Cost 
Your Profit 











NRHA Convention 





Robots can’t sell everything... 


by William J. Pilat 
President, 

Russell W. Allen Co. 

New York City 


Total self-service, or the super- 
market system, is a robot system 
up to the check-out counter. And 
in 99 pet of the supermarkets that 
is mechanical, too. 

Whenever the system combines 
customer self-selection, without the 
aid or influence of salespeople, with 
purely routine check-out counters, 
it is a self-service system. Just call- 
ing it quick-service doesn’t change 
the fact that it is self-service. It 
may be quicker or slower than a 
personal service system. 

Self-selection and pre-selection 
techniques usually fall far short of 
being self-service. A display of 
fashion buttons, fountain pens, 
paint, wallpaper or major appli- 
ances, may encourage degrees of 
self-selection, or pre-selection, as 
part of a personal service operation. 
A customer may pre-select an item 
and still be a long way from mak- 
ing a buying decision. 

What about self-selection? Does 
it work wonders? Sometimes! 

Every product group has its own 
display requirements, its own spe- 
cial appeals to the consumer. 
Supermarkets have been eminently 
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A penetrating analysis of the pros and cons of self- 
service as it relates to hardware store merchan- 


dise. 


successful with easily recognizable, 
easily packaged, highly advertised, 
high turnover food products. They 
have not been able to attain the 
same success with some of their 
recent additions in the non-food 
category! They have found that it 
is not a matter of simply putting 
a style item, or a major appliance, 
on a shelf and letting it sell itself. 

Customers want to know, to be 
told, how these products will fit 
their requirements, what deter- 
mines quality, durability, utility 
and price! Every product must be 
thoroughly studied at the point-of- 
sale before it can be decided that 
“personal selling is wasted here— 
let’s robot-ize!” 


Self-Service Quiz 


Very often, what is needed is not 
automatic self-service, but more in- 
formative product display, signing, 
and salesclerk information. 

What are the major questions 
that we must answer? What an- 
swers seem to be justified by the 
facts? Let’s examine some of these: 
Question: Should your hardware 
store refer to a self-service system 
as quick service because the term 
self-service is not what most hard- 
ware stores stand for? 

Answer: Yes, if it really results 
in quicker service. It may take 
more time for the customer to find 
what he wants no matter how well 
your self-service items are dis- 
played. The complexity of the typi- 
cal hardware stock may, of itself, 


prevent the customer from making 
a quick selection, when left to his 
own devices. 

Question: Is a check-out counter 
for handling cash, keeping records 
and wrapping packages the essen- 
tial final step to have quick service 
in your hardware store? 

Answer: Not necessarily. The 
speed of service from a customer’s 
point of view is measured by the 
total time involved in finding, se- 
lecting and completing the pur- 
chase. In completing a sale after 
the selection has been made, the 
check-out counter is certainly not 
any faster than individual salesper- 
son attention when you can provide 
it. However, if you have too few 
salespeople at peak hours, a check- 
out could save waiting time after 
the desired item has been found 
and selected. 

Question: Will check-out counters 
increase sales or decrease sales in 
your hardware store? 

Answer: Fifty stores studied by 
your association indicate that 
check-out counters may increase 
sales. In peak periods when there 
isn’t enough help and customers 
get impatient, you can capture 
some walk-out dollars with check- 
out counters. You can lose sales if 
the “seek and find by yourself” 
technique involves too much time 
and annoyance. You can lose sales 
by not having a salesperson to aid 
and influence the customer. You 
can lose sales if the very process 
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You know he’s looking out for you - 


Yes, he’s your watchman whenever you’re in 
the woods .. . the forest ranger, with his eye 
constantly peeled for the small smolderings 
that can blaze so swiftly into big trouble. 
And eyes just as keen watch constantly over 
every order for Bristol Brass sheet, rod and wire 
... checking, double-checking and then checking 
again, all along the line from casting to ship- 
ping. So if you’re “in the woods” on any ques- 


tion of Brass quality, supply, or fabrication, why 


not let Bristol look out for you, too? 


The BristoL Brass CORPORATION, makers of 
Brass since 1850 in Bristol, Conn. Offices or 
warehouses in Boston, Chicago, Cleveland, Day- 
ton, Detroit, Los Angeles, Milwaukee, New York, 
Philadelphia, Pittsburgh, Providence, Rochester. 
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SPECIAL COMPOSITION 
RUBBER found only on 
CHICAGO's SILENT FLASH 
outwears steel. Bigger wheels 
make skating faster. Noise- 
less! Shock absorbing! 


THE MIGHTY CHANNEL ARCH 
CHICAGO's exclusive ‘‘Chan- 
nel Arch’' is strong enough to 





AMERICA’S MOST SUCCESSFUL 


Oo 








support over 200 pounds — 
another proof of CHICAGO's ee 
ruggedness. SILENT FLASH 
chassis is the same as the fa- 
mous FLYING SCOUT shown. 























—the 
_ Silent Flash 
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Noiseless! 
Dx Shock Absorbing! 
xX Outlasts Steel! 


No question about it! The SILENT 
FLASH is America’s top performing 
roller skate! Jumbo rubber tires outlast 
steel ... absorb shock . . . and skate with 
magic ease and effortless speed. Noiseless 
skating—indoors on rainy days or on side- 
walks. It’s like putting wings on your feet! 


The SILENT FLASH is made only by the 
great name in skates for over 40 years 


HICAGQC” 


‘ 


Roller Skate Company 
4456 West Lake St., Chicago 24, Illinois 

























of copying your big robot competi- 
tors destroys the reason why many 
of your customers come to your 
store—and keep coming. 
Question: Will check-out counters 
increase or decrease the cost of 
doing business in your hardware 
store? 

Answer: Even an increase in ex. 
pense will not be bad if you suff- 
ciently increase sales and customer 
satisfaction. But, there will prob. 
ably be an increase in both obvious 
and hidden expenses. And it is not 
at all clear that the check-out sys- 
tem will increase your sales or cus- 
tomer satisfaction at all. Experi- 
ence in large volume non-service 
stores with check-out counters in- 
dicates that shoplifting is a very 
real problem, especially with small 
items. 

Every item open to self-service 
check-out must be __ individually 
price-marked, which is not 
sary with personal service self-se- 
lection. The actual salary expense 
of check-out personnel may become 
wholly or partly extra expense de- 
pending on the amount of idle time 
involved and the degree to which 
the function of check-out could be 
absorbed by other personnel with- 
out any real disadvantages. 


neces- 


Selling Service 
Question: Is your hardware store 
built on service, and should “how 
to” service be rendered if you are 
to continue as a source of supply 
for consumer require- 
ments? 


home need 
Answer: Your association says 
ves—and I think you all subscribe 
to this. If you don’t, it would seem 
that you will destroy your reason 
for being and play right into the 
hands of your robotized competi- 
tion. That’s likely to be just what 
it would like you to do—sacrifice 
your competitive advantage and 
play their game. 

Question: Should your stores con- 
template any lessening of personal 
service for paint, hardware, wall- 
paper, glass, major appliances, 
power tools, lawnmowers, lighting, 
heating, machinery, lumber, aif 
conditioning, plumbing and many 
other items that involve explana- 
tion of product features, different 


HARDWARE AGE, AUGUST 6. 1953 






es 
Bi 


Trip 
In mark 
sales ha 
other cit 
competi 

Now § 
ful sale: 
BODYSH 
triple ye 
cleaner- 
cally en 


No coux 
you to 

Custom 
regular 

window 
with lar 
Get you 
promot 
SIMONI 


TH 
BO! 
Y 




















HARDWA 


i 





ot competi- 


why many 
le to your 
it counters 


1e cost of 
hardware 


ease in ex. 
you suff- 
1 customer 
will prob- 
th obvious 
d it is not 
‘k-out Sys- 
les or cus- 
l. Experi- 
on-service 
unters in- 
is a very 
vith small 


21f-service 
dividually 
ot neces- 
‘e self-se- 
y expense 
iy become 
pense de- 
idle time 
to which 
could be 
nel with- 


'S 


are store 
uld “how 
" you are 
f supply 
require- 


ion says 
subscribe 
uld seem 
ir reason 
into the 
competi- 
ust what 
sacrifice 
age and 


yres con- 
personal 
re, wall- 
pliances, 
lighting, 
ber, ail 
id many 
explana- 
different 


6. 1953 


Tripled sales wherever used! 


In markets where SIMONIZ has tested this offer, 
sales have been almost 3 times greater than in 
other cities—and DOUBLE those of the nearest 
competitor! 

Now SIMONIZ goes national with this power- 
ful sales-boosting offer. Watch your sales of 
BODYSHEEN soar! This amazing offer may well 
triple your sales of this new SIMONIZ one step 
cleaner-polish—so revolutionary that it practi- 
cally ends the need for car washing. 


Nothing For You To Do 


No coupons, no special packs, nothing extra for 
you to do. Offer sells shelf stock like magic. 
Customer pays you full price—you make your 
regular percentage of profit. FREE ad mats, 
window banners, can toppers, to help you tie-in 
with large-space magazine and newspaper ads. 
Get your share of profits from this pre-tested 
promotion by stocking, displaying, promoting 
SIMONIZ BODYSHEEN! 











THATS RIGHT! WE SEND 
BODYSHEEN CUSTOMERS 
YOUR WAY TO BOOST 

YOUR PROFITS ! 












Tested “We Pay’ 
BODYSHEEN sell even faster! 


’ offer will make 





This offer will “ppear in LIFE, Au 
7 Aug. 17th and 
SATURDAY EVENING POST, Sept. 12th, 
























We pay i 
BODYSHEEN.. 


SIMONIZ’ new one step cleaner-polish! 




















wipe it on... | Gwipe it off. 4 
) \\it GLeams | 
RS aoa 








This bargain offer is made 


(see offer below) 
to introduce amazing new 
discovery of SIMONIZ 
lcboratories—sopysHeEen! 


THROW AWAY THAT SPONGE AND w ASH PAIL! 
It's no longer necessary to wash* your car. Now 
—im one simple step—you can 

















clean and polish 
Same time. Just Wipe BODYy- 
it cleans! Let it 


your car—all at the 
SHEEN on—see how 
wipe off... off comes dust. road scum and traffic 
film. See how your car gleams! 

BODYSHEEN quickly brings out your car's natu- 
ral brilliance Enriches colors Gives a brighter 
longer lasting shine BODYSHEEN is the only 
cleaner Polish backed by world famous Simoniz 
Get BODYSHEEN today! 


dry, then 












ere 






Here’s how to our 98¢ refun 
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Offer good only in « ontinental U.S Expires Oct. 31, 1953 
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Victor’ 
traps 


are better known... 





Victor Traps—nationally known 
and nationally advertised—bring 
bigger profits to you. They bring 
trappers to your store. They get 
extra business from your farm 
customers—because plenty of 
farmers and farm boys trap 
for profit! 







No. 1 VG Victor 
Stop Loss. Pre- 
vents wring-offs. 
For muskrat, 
skunk and mink. 





Victor Two Trigger. 
Popular trap with 
auxiliary jaws. For 
mink, muskrat and 
skunk. Choice of 
jaws with or with- 
out teeth. 


No. 1 Quick-Dry 
Fur Frame. Adjus- 
table. Three sizes 
available. 


> Sell the complete line of 
Victor Traps. Check with 
your wholesaler today. 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. « Pascagoula, Miss. 











values in use, different prices? And, 
if not, what’s left? 

Answer: Your association says 
no. And, it seems to be a very 
sound conclusion. But the volume 
represented by this type of busi- 
ness is 80 to 90 pct of your total 
sales. That doesn’t leave very much 
that is eligible for self-service 
check-out in most stores. 
Question: How much volume is ex- 
pected from a check-out counter in 
supermarkets who make about 2 
pet net profit—and how does this 
compare with the volume your 
store might run through a check- 
out counter? 


$5000 Per Counter 


Answer: The average supermar- 
ket expects about $5,000 per week 
per check-out counter. At peak 
hours the average is about $250 
and from 30 to 60 transactions. 
When most hardware stores know 
that 80 pct of their volume should 
be continued on a “how to” personal 
service basis—only 20 pct of their 
annual volume is even eligible for 
check-out. That leaves 83 pct of all 
our hardware stores (those with 
annual total volume of $100,000 or 
less) with an annual potential 
check-out volume of $30,000 or less. 

On a weekly basis this amounts 
to $400 as compared to the super- 
market’s $5,000. On a peak-hour 
basis (assuming 60 pct of the vol- 
ume in 12 hours) these hardware 
stores would average in peak hours 
all of $20 per hour. It would seem 
from this that the check-out coun- 
ter system would be impractical 
and result in poorer and slower ser- 
vice for about 90 pct of all the hard- 
ware stores in the country. 


Don't Bother Me 


Question: Is the future of your 
business jeopardized by setting up 
your store on a self-service basis 
with full knowledge of its ramifica- 
tions? When customers ask for a 
saucepan, a can of wax, a hammer, 
etc., will you tell them where to 
go? If they don’t find what they 
want, will you then help them? 
Answer: This is hardly the road 
to quick service and the idea of 
letting the customer try to find 
what she wants is an invitation for 
lost sales both in terms of walk- 








outs and a decreased average value 
of purchase. In effect you probably 
can’t afford to say, “Don’t bother 
me for that stuff—go find it your. 
self.” 

Question: Is quick service a ney 
trend in retailing now being adopt. 
ed by 5-and-10-cent stores, depart- 
ment stores and others? 

Answer: Every counter in a 5- 
and-10-cent store has been, in ef. 
fect, a check-out counter for years, 
Only recently has there been any 
experimentation with check-out 
counters covering large areas. This 
is not a new trend but an old trend 
in retailing—and in 5-and-10-cent 
stores it doesn’t necessarily mean 
quick service. It is only quick ser- 
vice when you find what you want 
and complete the mechanics of buy- 
ing quickly. 

It may be essential to have such 
self-service, whether or not it is 
quick, whenever the average pur- 
chase is measured in pennies and 
the assortments are limited. 


Not Self-Service 


Full assortment department 
stores are not adopting check-out 
counter self-service methods ex- 
cepting in a few isolated instances. 
What good department store is sel?- 
servicing sporting goods, cameras, 
luggage, major appliances, radio, 
TV, china, glassware, lamps, shades, 





handbags, personal leather goods, 
jewelry, watches, silverware, clocks, 
pictures and mirrors? 

Are they self-service selling fur- 
niture, mattresses, springs, blank- 
ets, linens, towels, bedspreads, com- 
forters, piece goods, floor coverings, 
upholstery, electric housewares, 
fashion buttons, fountain pens, 
typewriters, office equipment, c0s- 
metics and perfumes? Do they have 
self-service selling for lace, trim- 
mings and ribbons? 

Lines mentioned account for al- 
most all of the business done in 4 
typical department store. If any of 
you don’t believe that self-service 
is virtually non-existent in depart- 
ment stores, I’d suggest you 8? 
into a lot of them and look around. 





This article will be con- 
cluded in the next issue of 
Hardware Age. 
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MERCHANDISING 














New OLIN Package Features — 


Wide Flashlight Assortment 


Designed for eye-stopping im- 


pulse buying, new counter dis- | 


play carries eight (8) flashlights 
in four different popular models. 
Hinged section can fan out or 
fold back for maximum display 
in minimum space. A sure sales- 
builder on any counter. 

Profit: 3314 % 





MADE OF FINE 
WESTERN BRASS 


Solid-drawn brass from Olin’s 
famous Western Brass Mills goes 
into these fine flashlights. Beau- 
tifully styled and finished, built 
for lifetime performance. 





No. 1511 







Size “D” 
leakproof 














OLIN INDUSTRIES, INC., ELECTRICAL DIVISION 
New Haven 4, Conn. 





IMPORTANT 


TO ALL DEALERS 
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4 Selected Models at 4 Popular Prices. 


Selected from Olin’s famous line to 
give you a flashlight for every type 
of customer: 

e@ 2 No. X3420, deluxe 3-cell spot- 
lights, chromium plated brass finish. 
Suggested Retail Value $2.20. 

e@ 2 No. X2420 deluxe 2-cell spot- 
lights of chromium plated brass. 
Suggested Retail Value $1.85. 





(oir) OLIN’S GREAT FALL 
Anzw'>| PROFIT-BUILDER 


NEW 8400 PACKA 


GE 





e 2 No. 2420 2-cell spotlights of 
chromium plated brass. Suggested 
Retail Value $1.50. 


e@ 2 No. 2011 2-cell spotlights with 
fixt-focus bulb. Suggested Retail 
Value $1.19. 

Suggested Retail Value......$13.48 
Suggested Dealer Cost ...... 8.98 


Dealer Profit (33%%)........ 





SALES AND PROFITS UPPED WITH NEW 
OLIN FLASHLIGHT AND BATTERY LINE 


Team up Olin’s new flashlight dis- 
play with sensational new Olin bat- 
teries for extra merchandising push 
this fall. You'll sell MORE BAT- 
TERIES ... sell MORE FLASHLIGHTS 
by featuring them together. 












IMPORTANT NEWS 


about New Olin Batteries 
elsewhere in this issue. Be 
sure to read it! 








Product 







HURRY! ORDER YOUR NEW OLIN #8400 PACKAGE 
NOW—WITH PLENTY OF OLIN BATTERIES! 
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|) THEY ARE— 
‘THE BIG THREE 
IN THE BIG 
PROMOTION! “ 
me “4 


MODEL BARBER-GREENE 
BUCKET LOADER 


NEW THIS YEAR! Instructive, 
and a lot of FUN! Powerful 
‘‘spirals’’ force sand or gravel 
into piles for loading. Chain- 
driven buckets bite into the piles, 
shoot swiftly up to the conveyor 
belt which dumps the loads for 
other MODEL Toys. Loading 
unit lowers for digging, raises 
for-road clearance. 


Fair Trade Price..... .$18.95 
11 Western States... .$19.75 


MODEL ADAMS 
DIESEL ROAD GRADER 


any youngster! 
Smooths ground for building, 
grades roads and runways. 
Gathers sand and gravel for pick- 
up by other MODEL Toys. 
Scraper blade adjusts 3 ways. 
Steerable ‘‘knee-action’’ front 
wheels: and tandem rear wheels 
ride smoothly over bumpy ground. 
Fair Trade Price... .. .$13.95 
11 Western States, .. .$14.75 


A thrill for 


Completely redesigned 
and improved 
MODEL AMERICAN-LAFRANCE 
AERIAL LADDER 
Every boy enjoys zooming to 
make-believe fires with this 
streamlined fire-fighting machine 
— exciting reproduction of: the 
famous American-LaFrance Aeri- 
al Ladder! The cast aluminum 
extension ladder rises nearly four 
feet — swings in all directions. 
Equipment includes scaling lad- 
ders, bell and realistic searchlight. 
Fair Trade Price. .... .$19.95 
11 Western States... .$20.75 


“n / 


Once again this Christmas, MODEL Toys will 
play a leading role in the Toy Manufacturers’ big 
LIFE PROMOTION. To get your share of the huge 
volume of Christmas toy sales that lie ahead, 
order MODEL Toys now, give MODEL a key 
spot in your window and counter displays when the 
big promotion hits. 





Tn: 





) AND, BACKING UP THE BIG LIFE PROMOTION, 


: WILL BE MODEL TOYS’ OWN NATIONWIDE 
CONSUMER ADVERTISING CAMPAIGN, WITH 
HEAVY CONCENTRATION WHEN THE CHRIST- 
MAS BUYING RUSH BEGINS—BIG, COLORFUL 

..ADS IN SUCH MAGAZINES AS LIFE, LOOK, 
NEW YORKER, LIVING, SUNSET, PARENTS’, 
AMERICAN, EBONY and POPULAR SCIENCE— 
PACED FOR THE SEASON TO BRING BUYERS 
TO YOUR STORE! 


THE CHAS. WM. DOEPKE 


_ MANUFACTURING (0., Inc. 
_ ROSSMOYNE, OHIO 





Quick Service Tips 
(Continued from Page 68) 


barriers, haven’t the attitude they 
had previously. Recent Surveys 
show they are more independent 
and analytical in their purchasing 
approach. Moving directly to the 
shelf or counter where the product 
is located, they tend to compare 
each item—price-wise and appear- 
ance-wise—with its neighbor com- 
petitors. Plan your displays ae. 
cordingly. 

47—Jumble displays of special 
items, with each pile prominently 
flagged with signs that give the 
effect of a hurry-up clearance, 
seem to be quite effective. 

48—One of the first principles 
in successful quick-service retail- 
ing is to show merchandise—some- 
times mountains of it. Mass dis- 
play continues to be important. 


Bottom Shelf Selling 

49—Even the bottom-most shelf 
must be so angled as to open it up to 
sight-and-touch selling. 

50—Particularly effective is the 
pegboard display for such items as 
hammers, shears, wrenches, saws, 
and sanding wheels. 

51—It has been found that small 
appliances, lined up on narrow 
shelves, give mass effect without 
requiring too much merchandise 
on display. 

52—Fixtures should be so de- 
signed that shelves may be ad- 
justed rapidly to accommodate dif- 
ferent assortments and different 
merchandise. 

53—Color is being used for de- 
partmental identification. 


Open Base Counters 

54—Open-base counters are being 
used for bulky items—garden hose, 
for example. 

55—Some stores are using the 
extra floor space gained by back- 
to-back fixtures, not only to show 
more merchandise—but also for 
floor stock storage of wrapped 
stock. It helps to get the customer 
out faster. 

56—Display large sizes with spe- 
cial emphasis. Open display has 
proved its ability to sell larger 


(Continued on page 82) 
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give the 7 American Gold Strand Insect Sereening 
a, Available in Gaivanoid, Bronze or Aluminum—screening 
. incipl that meets every customer requirement. 

principles 

ce retail- ° 

all oe Clinton Standard Hardware Cloth 

Mass dis- te ee ” sap In all standard widths and meshes; unrolls flat for easy 
tant. ; gis handling. Supplied in steel-banded rolls of 100 feet. 

in a : ; , >» e 

sa UN Clinton Hex Mesh Netting 

n it up to Has a wide range of usefulness for poultry and fur farm 

enclosures, crab traps, stucco reinforcement, baseball and 

ve is the tennis court enclosures. 

items as 

ede Perfection Door Springs 

hat small Made of selected wire, available in black japanned and 

narrow galvanized finishes. 


without 


chandise ff Quick Hitch Gate Springs 


A rugged spring for heavy doors and gates. Made of oil- 


» so de- 
be ad- tempered wire. 

date dif- . ° . 
different Wissco Flexible Wire Clothes line 
for ae Long-wearing, strong, flexible, rust-resistant. Smooth, lus- 
| trous surface. Coils of 50’, 100’ or connected lengths. 
rs Wissco TV Guy Wite 
re being Makes a permanently taut guy wire for TV antennas; lends 
len hose, itself to quick and convenient installation. 
ing the THE COLORADO FUEL AND IRON CORPORATION — Denver, Colorado 

hace? PACIFIC COAST DIVISION—Ookland, California 
Ages WICKWIRE SPENCER STEEL DIVISION—Atlonta © Boston © Buffalo 
to show : Chicago * Detroit * New Orleans » New York * Philadelphia 
so for 


wrapped \' C 
—s WIC KWIRE 
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MEANS 
PROFITS! 


round point 
open back 


shovel... 


ENOURAM CE 


Built To Take It 


PROFITS 


Wholesaler Brings Life 
(Continued from page 61) 


cards, post cards, newspaper mats, 
teaser cards, Ask Me buttons for 
salesmen, tip cards for product 
knowledge and sales suggestions. 

With these the handy-helpful 
hardware man with his better se- 
lection, quality, know-how and 
values turns wishful thinking into 
action. 

Four basic steps must be taken 
to properly activate this nation- 
wide program. In the first step a 
special retailers’ committee will se- 
lect 12 “IRHA Recognized Value 
Items’—one for each month of the 
year. 

In the second step the whole- 
salers’ committee will procure fea- 
tured items from manufacturers on 
a mass industry-wide basis. 

The third step is for the IRHA 
national headquarters to supply 
promotional material to all of its 
members each month of the year. 

The fourth step is for the whole- 
salers of America to supply the 
merchandise each month to the re- 
tailers of America—helpfully, effi- 
ciently and economically. 

If 22,000 IRHA retailers will co- 


S 


“SQUARE SQUIRT’ 
Sprinkler 


*81 


Fertilizer 
Dispenser 


Rustproof! 

Fully guaranteed! 
Suggested 
Retail 11.95 


SPRAY MIX’ 


Profit-minded dealers find 
in garden accessory staples 


Their feature line is Melnor! | 


“MIST RAY’ 
Hand Spray 


*600 SWINGIN’ SPRAY 


America's No.1 
Oscillating 
Lawn 

Sprinkler. 


Up to 2400 feet 


rectangular area spray 


MELNOR meta prooucts co., Ine. 
10-40 45th Avenue, Long Isiand City 1, N.Y. 



















Built To Make It operate, this proposed program will 


click, and store traffic—the key to 
most of your problems—will be- 
come a reality. 


When == 


THE LEAVES: 








Only in America can this hap- 
pen. Only under our free enterprise 
system can manufacturers, whole- 








S<begin to fall 


A popular type salers and retailers join hands and 

—priced right. work out a program to activate BE READY TO RING UP 
perma store traffic for the independent 

he hardware retajler. Extra AUTUMN 
Magor brands. 

Arrow, Bull’s Eye id PY Add MOWER SALES 
and Gold Target. President's ress 

Whichever they 


buy, you know they'll be satisfied. 
And satisfied customers mean repeat 
sales! Eliminate inventory confusion 
—let Magor’s simplified line build 
profits for you. Send for illustrated 
price list today. 










(Continued from page 53) 


techniques achieved by hardware 
dealers applying practices devel- 
oped and recommended by the as- 
sociation. And we take heart—con- 
fident that, working together for 
mutual progress through our or- 


@r02 MAGOR ganization, according to its funda- Eliminates 
CAR CORPORATION mental principles, we of the inde- RAKING— 

SHOVEL DIVISION pendent hardware craft can keep HAULING— 

50 CHURCH ST., NEW YORK 7,N.Y. our place in the economic scene. BURNING 









Never in the past was the asso- 
ciation better fitted, or even so 
well prepared, to lead its members. 
We can look forward unafraid, 
certain of our strength. 











GRIND-A-LEAF 





(Distributor inquiries invited) 
Write for the full GRIND-A-LEAF Story 


PROPULSION ENGINE CORP., Dept. 
Subsidiary of Food Machinery & Chemical Cor} 
7th St. and Sunshine Rd., Kansas City, Kansa 
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IN SEPTEMBER... BIG KRILIUM 


Fall Garden Promotion 


Planned to get prospects out of their easy chairs 
and into your store —to buy Krilium, bulbs, seed, tools! 


Brilliant, Beautiful Special Ads to 


FULL- PAGE YOUR VERY 
FULL-COLOR ADS BEST CUSTOMERS 


Saturday Evening Post . . . Sept. 12 In Popular Gardening, Flower Grower 
and leading “amateur” and “expert” 


Time Magazine - 
garden magazines. 


Special Local Effort in Many Areas 


DISPLAY MATERIAL AVAILABLE 


Colorful window posters, can “‘top- Folium but bulbs, seed, and garden 
pers,” price cards and other material supplies. Ask your Krilium salesman 
to dress up your place for fall—to or write: Monsanto Chemical Co., 
help you sell not only Krilium and Merchandising ,Div., St. Louis 4, Mo. 





Tie in for the BEST 
fall sales in years! 


eS 


-_ i. ames 
Monsanro” AYilium ¢ 


SOIL CONDITIONER [{ 


HARDWARE AGE, AUGUST 6, 1953 








LOOK ‘em over. Think of the 
new convenience . . . the new 
order they bring to a kitchen. No 
more fumbling for spices or con- 
diments. Everything right at a 
woman's fingertips. Dealers the 
nation over are amazed at their 
instant sales appeal. 


ATTRACTIVELY PACKAGED FOR FAST 
OVER-THE-COUNTER SALES 


© 


SPICE RACK 


Holds 18 spice packages. Sturdy 
steel with red, white, or yellow 
baked enamel finish. Compact, 4” 
+ high, 1014” wide. Space- 
saving, easy to install, fits 
under any standard wood or 
metal kitchen shelves or 
cabinets. 










a 
MW MW Hi 

Installed under shelf 

or cabinet, Magitwirl 





Qn 


“——"emes 
—__ 
_ 


| 
| 
| 
| 
| 


| salespeople. 



















revolves... every 
package at 
fingertips. 
HE WAN ANY 


SS 
LE My) 


CONDIMENT RACK 

Holds 20 household condiments. 
Space-saving, convenient, easy to 
install ... Made of sturdy ' 
steel, with red, white or yel- 
low baked enamel finish. Fits 
any standard width wood or 
metal kitchen cabinet or 
shelves. 


pags ies 











/11/ Me 


No more fumbling .. . 


the Magitwirl makes —— 
every condiment) ~_ 
bottle accessible. S& 


WA WA 


SLY//1 III 


@eeeeaeoeaeeeee ee ee ee eeeeeeeeeee eee 


Ask your jobber or write direct for complete information. 


METALCRAFT MANUFACTURING CORP. 
1025 Firestone Blvd. e Memphis 7, Tenn. 


Also makers of 
tw MAGIKAN Step-on Refuse Container te MAGIKOOLER Leisure Chest 
tw MAGITAINER Aluminum Waste Baskets 


METALCRAFT 
(qruxennce 








Quick Service Tips 
(Continued from page 78) 
sizes in more volume than can Most 


57—Get your best selling price 
lines, sizes, etc., down front. 

58—Proportion shelf and bip 
space to brands, sizes, price lines 
etc., strictly in accordance with yg. 
tual volume. Proportionate shelf 
representation is one of the grest 
basics in quick-service retailing. 

59—Develop smart names for 
special sections. For example—th 
Green Thumb department for small 
garden items. 

60—And finally it has beep 
found that newly purchased stock 
should be placed behind or under. 
neath items purchased at a pre. 
vious time. Thus, customers are 
constantly assured of fresh mer. 
chandise. 

Quick service is not a quick way 
to volume and profits. 

It is a whole new technique of 
retailing. 

It really means, when you boil 
it down, the development of every 
device that will sell more, more 
profitably through sight and touch. 





Hardwaremen Prove 
Skill as Fishermen 


Fishermen making the biggest 
catches in the anglers’ tournament 


| at the convention were saluted by 


W. C. Judson, Big Rapids, Mich. 
NRHA advisory board, for their 
prowess. 

Eighty-four anglers competed. 
Biggest catch of all was a 44-b. 
sailfish (6 ft, 10 in.) landed by 
Karl Young of Louisville, Ky. 

Mrs. William Noble, wife of 
NRHA’s Washington, D. C. repre- 
sentative, hooked a 28-lb. (6 ft. 
5 in.) sailfish. 

A 20-lb. dolphin was the pride 
of A. N. Theisman of Wabasha, 
Minn., with a 14% pounder of the 
same kind by J. H. Jenkins of 
Chattanooga, Tenn. 

John Grande of Virginia, Minn., 
brought in a 13-lb. bonita and C. 
H. Johanson® of Wheaton, Minn., 
an 814-lb. bonita. 

Krueger B. Jacobsen of San 
Francisco, California, association 
secretary-manager, was champion 
of the kingfish landers with a 12% 
pounder. 
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MERCHANDISING 
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{Battery Discovery 


BIG NEW PROFIT-BUILDER FOR DEALERS! 
mv} Magic New Ingredient-SOLINITE 


‘«' | Appeals to Battery Customers 


ymers are 
resh mer- 


No more sticky ooze to short batteries and ruin flashlights! 


Olin’s new Size “D” Leakproof battery made with SOLINITE 


quick way -an exclusive Olin development—gives you something 


really new and different for your customers. Alert dealers 


hnique of § will find it the biggest sales-builder in battery history! 


‘t eer | 107,000,000 Advertising Messages 


re, more e 

md tondh Pre-Sell New Olin Battery 
Starting in September, Olin will launch a big advertising 

2 campaign in SATURDAY EVENING POST, LOOK, COLLIER’S, 


BOY’S LIFE, TRUE, OUTDOOR LIFE, FARM JOURNAL, COUN- 
TRY GENTLEMAN to pre-sell your customers on new Olin 


» biggest § Leakproof Batteries. 


urnament 
aluted by 
Is, Mich., 
for their 





ompeted. 
a 44-lb. 


wife of 
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. (6 ft, 
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Colorful, compact, profitable! New Olin counter display teed battery to sell at 2 for25¢. | 
packages are ready for business in seconds. Your profit - 


1, Minn., 








6 
aft 
Put £ a - 


NEW COUNTER DISPLAY UNITS 
BRING 35% PROFIT TO DEALERS 


er per unit: 35% 


, Minn., OLIN INDUSTRIES, INC., ELECTRICAL DIVISION, NEW HAVEN 4, CONN. 


of San 
sociation 
hampion 
h a 12% 





LEAKPROOF 


BATTERY 


THIS GUARANTEE ON EVERY BATTERY—Jf this battery 
damages your flashlight, send it with the battery to 
us. We will promptly give you free a new flashlight of 
equal value plus batteries. 








™ 48 Olin Size “D” Leakproof 
| Batteries— Extra long shelf 
life. No dating required. Ex- 
; tra profit for dealers. Retail 
; pees 15¢. 




















i saa ns id 


48 Olin No. 1511 Guaranteed | 
Batteries —Long-life guaran- 





IMPORTANT BE THE FIRST TO BRING SENSATIONAL NEW OLIN BAT- 
TO ALL DEALERS TERIES TO YOUR AREA— ORDER A BIG SUPPLY TODAY! 
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DUST-STOP 


GODFREY. 


The best selling filter and the best salesman on 


the air—a combination that means faster Get Promotion Folder and Order Card from 


turnover . . . greater profit for you. Especially if ‘ 
you tie in locally with the free helps shown your Dust-Stop supplier now. 


below. Many dealers last season doubled 
sales by this method. Godfrey, on CBS, will Also order an adequate supply 


reach your customers. Let them know you of Dust-Stop Filters. 
sell Fiberglas Dust-Stop Filters. 


store displays customer reminders 





OWENS-CORNING FIBERGLAS CORPORATION, DEPT. 38-H, TOLEDO 1, OHIO 











HT 
_ 
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Easier to identify See how the label 


stands out? It’s easy to read—from the top-most 
shelf. Different colors identify different screws, 
bolts, nuts, metals, plating, etc. Saves time! 


Easier to handle Pheoll products are 


packed in sturdy boxes that won’t “bow out” 
when opened or stacked. Covers slip on and off 
with just the right friction grip. Easy to handle, 
pack and ship. No tearing, spilling or loss. 


J 
Easier fo get Prompt, reliable deliv. 
ery through convenient factory warehouses. 
Your Pheoll stocks cover most needs. Depend 
on this one source for a broad range of “in 
demand”’ fasteners. . 


Easier fo sell pheon products are 


money makers because they’re easv to sell. 
They’re fast movers. They repeat because they’re 
made to build your business. Our reputation is 
your guarantee. 


Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 


Convention Check List 














For complete details about the conventions listed by dates below, see 
the alphabetical listings following this quick check list. 


1953 25-27 Texas Hardware Show 

26-28 Indiana Hardware Show 

26-28 Mountain States Hdwe. Convention 
26-28 No. Dakota Hardware Convention 
31-Feb. 2 North Coast Hardware Show 


August 
3-14. Merchandise Mart Gift Show 
3-14 China, Glassware, Pottery Market 
9-14 National Fishing Tackle Show 
February 
September 2-4 Wisconsin Hardware Show 
7-12 Hardware Golf Assn. Tournament 24 CGlicheme Herdwers Show 
13-15 Yadgi & Co. Trade Show 6-!4 Detroit Sportsmen's Show 
7-10 Virginia Hardware Show 
none . ; ie 8-9 Tri-State Hardware Show 
4-7 Builders’ Hardware Exposition 8.11 Chie Merdwere Show 
5-9 National Hardware Show 10 Connecticut Hdwe. Convention 
11-14 Hardware Convention of: 14-08 Ashenens Masdware- Show 
American Hardware Mfrs. Assn. 16-18 Mew York Herdware Show 
National Wholesale Hardware Assn. 99 94 New England Hardware Show 
19-23 Safety Congress & Exposition 23-25 Illinois Hardware Show 
20-22 Packaging & Materials Handling 53 95 Missouri Hardware Show 
Show 
March 
November 2-4 Penn. & Atlantic Sbd. Hadwe. Show | 
8-10 Pac. Northwest Hdwe. Convention 13-21 New England Sportsmen's Show 
12-14 Montana Hardware Convention nual 
pri 


6-8 So. Dakota Hardware Show 
1954 


January 
14-21 Housewares & Appliance Show 


18-20 Western Hardware Show June 
19-21 Minnesota Hardware Show 17-19 Texas Wholesale Hdwe. Assn. & 


24-26 Intermountain Hardware Show Texas Hardware Boosters Club 


May ; 
17-19 Industrial Supply Convention 








National Events 


American Hardware Manufacturers Garden Supply Shows (National) late 








Square Head 
Seles Set Set Screws 
Socket i Tews NUTS 
*Thumb jae” Screws *Machine Screw Ny 
e Mi- Fini 
RODS *Wing mens hed Nuts 

*Threaded Rods Cap Nuts—Brass 

Sto Knurled Nuts—Bra ‘ 
eyeited and Phillips Rec 
Steel and Brass essed Heads 





Assn., annual joint convention with 
the National Wholesale Hardware 
Assn., Oct. 11-14 at Atlantic City, 
N. J. Convention headquarters, 
Marlborough-Blenheim Hotel. Con- 
ference Booth Plan at Convention 
Hall. Arthur L. Faubel is secretary- 
treasurer of the manufacturers’ as- 
sociation with headquarters at 342 
Madison Ave., New York 17, N. Y. 
Thomas A. Fernley, Jr., is executive 
secretary of the wholesalers’ asso- 
ciation with headquarters at 1900 
Arch St., Philadelphia, Pa. 


in October, 1953, on the West Coast; 
Jan. 12-14, 1954, at the Hotel Sher- 
man, Chicago, and Feb. 2-4, 1954, 
at the 71st Infantry Regiment Ar- 
mory, Park Ave. and 34th St., New 
York City. Sponsored by the Na- 
tional Garden Supply Marketing 
Bureau, 1901 St. Paul St., Balti- 
more, Md. George E. Perry, diree- 
tor. 


Gift Show, Aug. 3-14 at the Merchan- 
dise Mart, Chicago, IIl., includes 
furniture, floor coverings, house 
wares, major appliances, electric 
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ynvention 
ynvention 
Show 


STANDARD 


3950 CHESTER AVENUE CLEVELAND 14, OHIO 


HE products we make for the hardware 
trade are exactly the same quality as those 
we supply to industrial users—the automotive, 
aviation and appliance manufacturers. We 
call them industrial-quality tools —that 
means the best because industry cannot afford 


OOL (10. 


rep swieto savs: [Ndusttial-guality cutting tools win customers for your hardware stores." 


to buy and use cheap, low-cost cutting tools. 
In the long run neither can your customers, 
so Standard Shield Brand quality will win 
customers for your tool department. 
Ask your wholesaler for Standard Shield 
Brand cutting tools. 








NEW YORK e DETROIT © CHICAGO #¢ DALLAS © SAN FRANCISCO 


THE STANDARD LINE: /wist Drills - Reamers - Taps - Dies - Milling Cutters - End Mills - Hobs - Counterbores - Special Tools 








See 
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ADJUSTABLE 


FORCE-FORMED SOCKET WRENCHES 
AND ATTACHMENTS 





WRENCHES ARE 
60% STRONGER 








TOPS IN THE 
LOWEST PRICE FIELD 


ABBOW 


‘SET A-16 


A quality line of socket 
wrench sets and open end 
wrenches in bright chrome 
plate. colorful xes and 


6 is packages. 











STEVENS WALDEN, Inc. 
WORCESTER 4. MASS. 





housewares, radio and TV, toys, 
games, wheel goods, china, glass- 
ware, pottery, and gifts. 


Hardware Golf Assn. Tournament 
Sept. 7-12 at the Broadmoor, Colo- 
rado Springs, Colo. Actual days of 
the Tournament are Sept. 9-11. 
Sponsored by the Hardware Golf 
Assn. Secretary, William J. Shaw, 
4415 W. 72 Terrace, Prairie Vil- 
lage 15, Kan. Reservations should 
be made directly to the Broadmoor. 


Industrial Supply Convention, May 
17-19 at New York City. Sessions 
at the Waldorf-Astoria Hotel. Con- 
ference Booth Program at Madison 
Square Garden. Sponsored by the 
American Supply and Machinery 
Manufacturers’ Assn., 814 Clark 
Bldg., Pittsburgh 22, R. Kennedy 
Hanson, general manager; the Na- 
tional Industrial Distributors’ Assn., 
1900 Arch St., Philadelphia 3, Pa., 
H. R. Rinehart, executive secretary; 
and the Southern Industrial Distri- 
butors’ Assn., 712 Volunteer Bldg., 
Atlanta, Ga., E. L. Pugh, secretary- 
treasurer. 


National Builders’ Hardware Exposi- 
tion, Oct. 4-7, 1953, at the Audi- 
torium, Cleveland, Ohio. Sponsored 
by the National Contract Hardware 
Assn., John R. Schoemer, managing 
director, and the American Society 
of Architectural Consultants. W. A. 
Mathewson, executive’ secretary. 
Administrative offices of both 
groups, 420 Madison Ave., New 
York 17, N. Y. 


National Fishing Tackle Show. second 
annual, Aug. 9-14 at the Conrad 
Hilton Hotel, Chicago. Sponsored 
by The Association Fishing Tackle 
Manufacturers, 430 Bond Bldg., 
Washington 4, D. C. John M. 
Holmes, secretary-treasurer. 


National Hardware Show, Oct. 5-9 at 
Grand Central Palace, New York 


‘ 





City, Fishing and Hunting Division 
of National Hardware Show to be 
held at 7ist Regiment Armory, 34th 
St. and Park Ave., New York, Oct. 
5-8. Sponsored by National Hard. 
ware Show, Inc., 331 Madison Ave, 
New York City. Frank Yeager, di- 
rector. 


National Housewares and Home Ap. 
pliance Show, Jan. 14-21 at the 
Navy Pier, Chicago. Sponsored by 
the National Housewares Manufac. 
turers Assn., 1140 Merchandise 
Mart, Chicago 54. A. W. Budden- 
berg, executive secretary. 


National Wholesale Hardware Assn, 
annual joint convention with the 
American Hardware Manufacturers 
Assn., Oct. 11-14 at Atlantic City, 
N. J. Convention headquarters, 
Marlborough-Blenheim Hotel. Con- 
ference Booth Plan, at Convention 
Hall. Thomas A. Fernley, Jr., is 
executive secretary of the whole- 
salers’ association with headquar- 
ters at 1900 Arch St., Philadelphia, 
Pa. Arthur L. Faubel is secretary- 
treasurer of the manufacturers’ as- 
sociation with headquarters at 342 
Madison Ave., New York 17, N. Y. 


Safety Exposition, 41st National Safe- 
ty Congress and Exposition, Oct. 
19-23 at Chicago. Industrial and 
home safety sessions at Conrad 
Hilton Hotel; commercial vehicle 
and transit safety sessions at La- 
Salle Hotel; farm safety sessions 
at the Palmer House; school safety 
sessions at the Morrison Hotel. 
Sponsored by the National Safety 
Council, 485 N. Michigan Ave., Chi- 
eago 11. 


Sporting Goods Show and Convention 
(National), Jan. 17-20, 1954, at the 
Morrison Hotel, Chicago. Sponsored 
by the National Sporting Goods 
Assn., 1 North La Salle St., Chicago 
2. Secretary, G. Marvit Shutt. 


State Events 


Arkansas Retail Hardware Assn., 
trade show and convention, Feb. 
14-15 at the Robinson Auditorium, 
Little Rock. Hotel headquarters, 
Marion Hotel. Association secre- 
tary, J. Wayne Tisdale, 908 Rector 
Bldg., Little Rock. 


Connecticut Hardware Assn., conven- 
tion, Feb. 10 at the Hotel Bond, 
Hartford. Association secretary, 
Ned Russell, Harris Hardware, 
Southport, Conn. 


Illinois Retail Hardware Assn., trade 
show and convention, Feb. 23-25 at 
Chicago. Show at Navy Pier. Ses- 
sions at Sheraton Hotel. Associa- 





tion secretary, Willian F. Ewert, 
1194 Merchandise Mart, Chicago 54. 


Intermountain Association, trade 
show and convention, Jan. 24-26 at 
Boise, Idaho. Hotel headquarters, 
Boise Hotel. Association secretary, 
Leon L. Weeks, 308 Continental 
Bank Bldg., Boise. 


Indiana Retail Hardware Assn., trade 
show and convention, Jan. 26-28 at 
the Murat Temple, Indianapolis. As- 
sociation secretary, W. J. Sheely, 
964 No. Pennsylvania St., Indian- 
apolis 4. 


Iowa Retail Hardware Association, 
convention and exhibit, Feb. 9-10 





HARDWARE AGE, AUGUST 6, 1953 











at State F 
Iowa. . C 
Savery Ho 
Jacobson, | 


Michigan Re 
tion conve 
16-18 at G 
ters, Pant 
Auditoriun 
Olds Bldg. 


Minnesota | 
trade show 
21 at St. |] 
Auditorium 
tel. Assoc 
Christophe 
Minneapoli 


Missouri Ret: 
show and « 
the Jeffers 
sociation s 
1189 Arca 
St. Louis. 


Montana H 
Assn., con’ 
at the Nor 
sociation 
Blevins, P. 


Mountain St 
ment Assn 
at the Cos 
Colo. Asso 
W. Reich, 
Colo. 


New Engla 
Assn., tra 
Feb. 22-2: 
Boston, 
tary, A. ( 
mouth St., 


New York 
Assn., tra 
Feb. 16-18 
War Mem 
cuse Hote 
Nicholas 
Syracuse | 


North Coast 
trade show 
Feb. 2 at 
Portland, 
tary, D. 
Building, | 


North Dakot 
convention 
sociation 
Grann, 54 


Ohio Hardw: 
convention 
Exhibit at 
tel headc 
Associatio 
Conklin, 1 
15. 


HARDWAR 






+ Division 
ow to be 
ory, 34th 
Tork, Oct. 
al Hard. 
son Ave, 
Puger, di- 


ome Ap- 
at the 
sored by 
Manufac. 
rchandise 
Budden- 


re Assn. 
with the 
facturers 
itic City, 
quarters, 
tel. Con- 
ynvention 
ly dla 
e whole- 
leadquar- 
adelphia, 
ecretary- 
rers’ as- 
‘'s at 342 
17, N. Y. 


nal Safe- 
on, Oct. 
rial and 
Conrad 
vehicle 
s at La- 
sessions 
1 safety 
. Hotel. 
| Safety 
ve., Chi- 


nvention 
4, at the 
ponsored 
r Goods 
Chicago 
itt. 


Ewert, 
cago 54. 


1, trade 
24-26 at 
uarters, 
cretary, 
tinental 


n., trade 
26-28 at 
olis. As- 
Sheely, 
Indian- 


ociation, 
eb. 9-10 


6, 1953 





at State Fair Grounds, Des Moines, 
Iowa. . Convention headquarters 
Savery Hotel. Secretary, Philip R. 
Jacobson, Mason City. 


Michigan Retail Hardware Associa- 
tion convention and exhibit, Feb. 
16-18 at Grand Rapids. Headquar- 
ters, Pantlind Hotel, exhibit, Civic 
Auditorium. Harold W. Schumacher, 
Olds Bldg., Lansing 8, Manager. 


Minnesota Retail Hardware Assn., 
trade show and convention, Jan. 19- 
21 at St. Paul. Trade show at the 
Auditorium. Sessions at Lowry Ho- 
tel. Association secretary, C. J. 
Christopher, 2110 Nicollet Hotel, 
Minneapolis 4. 


Missouri Retail Hardware Assn., trade 
show and convention, Feb. 23-25 at 
the Jefferson Hotel, St. Louis. As- 
sociation secretary, Harry Scherer, 
1189 Arcade Bldg., 812 Olive St., 
St. Louis. 


Montana Hardware & Implement 
Assn., convention, Nov. 12-14, 1953, 
at the Northern Hotel, Billings. As- 
sociation secretary, Norman O. 
Blevins, P.O. Box 1152, Helena. 


Mountain States Hardware & Imple- 
ment Assn., convention, Jan. 26-28 
at the Cosmopolitan Hotel, Denver, 
Colo. Association secretary, Francis 
W. Reich, 1233 Spruce St., Boulder, 
Colo. 


New England Hardware Dealers 
Assn., trade show and convention, 
Feb. 22-24 at the Hotel Statler, 
Boston, Mass. Association secre- 
tary, A. C. MacHardy, 185 Dart- 
mouth St., Boston 16. 


New York State Retail Hardware 
Assn., trade show and convention, 
Feb. 16-18 at Syracuse. Show at 
War Memorial. Sessions at Syra- 
cuse Hotel. Association secretary, 
Nicholas H. Kiley, Hills Bldg., 
Syracuse 2. 


North Coast Retail Hardware Assn., 
trade show and convention, Jan. 31- 
Feb. 2 at the Multnomah Hotel, 
Portland, Ore. Association secre- 
tary, D. D. Stewart, American 
Building, Seattle 4, Wash. 


North Dakota Retail Hardware Assn. 
convention, Jan. 26-28 at Fargo. As- 
sociation secretary, Miss E. J. Mc- 
Grann, 54% Broadway, Fargo. 


Ohio Hardware Assn., trade show and 
convention, Feb. 8-11 at Cleveland. 
Exhibit at Public Auditorium. Ho- 
tel headquarters, Statler Hotel. 
Association secretary, John B. 
Conklin, 198 S. High St., Columbus 
15. 
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WHAT'S NEW 





@ For more information on these products and services 
use free post card on page 93. 


(Continued from page 13) 


and other semi-solid foods, bottles 
have attractive red, gray, black and 
white design. Aladdin Industries, 
Ine. 

For more data circle No. 9 on postcard, p. 93 


New American-made solid brass 
hose nozzle, called the Red Arrow, 
is adjustable from a jet stream to 
a fine spray. Comes packed 1 doz. 
in an attractive self-display carton. 
Hancock Mfg. Co. 


For more data circle No. 10 on postcard, p. 93 


Braided Casting Line 


Speed Cast, braided casting line 
to fit fast reels and the new light 
rods and lures, is made of soft- 
braided DuPont nylon. Extremely 


small in diameter, its soft, smooth 
finish gives fast action. Line drag 
is practically non-existant making 
it easy to obtain long, well-placed 
casts. Made in green color, it re- 
tails for $1.15 per 50 yd. spool of 
15 lb test. Newton Line Co., Inc. 


For more data circle No. 11 on postcard, p. 93 


Portable Pump 


Special vacuum switch on this port- 
able pump guards against burn out 
when liquid supply runs dry. Weigh- 
ing 27 lb., it has hinged carrying 
handle and will lift water up to 10 
ft. unprimed, 22 ft. primed. It has 


outside threaded ports for female 
garden hose couplings. Design elim- 
inates need for base plate or special 
coupling between pump and motor. 
Capacity is up to 5 gal. per minute, 
pressure up to 30 Ib. and it handles 
liquids ranging in viscosity from 
alchohol to syrups. Motor is 4 
h.p., 110-volt, heavy duty capacitor 
type. Hypro Engineering, Inc. 


For more data circle No. 12 on postcard, p. 93 


Home Appliances 

Four new home appliances are 
being added to company’s line. All- 
Purpose Food Mixer features a 
Mix Timer, attached to base, for 


timing of beating operations acey. 
rately, and a ten-speed thumb con 
trol dial on front of handle. Aj. 
Purpose Grill-Waffle Baker has Trp. 
Heat control and a snap latch for 
quick and easy changing of cagt 
aluminum grids. Automatic Coffee 
Maker (illustrated) has Tru-Perk 
Flavor Dial which can be set for 
mild, medium or strong; makes up 
to 9 cups of coffee, automatically 


keeping it at serving temperature, 
Automatic Deep Fryer-Cooker cooks | 
or fries vegetables, meats, fish and 
pastries; features Tru-Heat control 
and a Temperature Selector Dial. 
General Mills, Inc. 


For more data circle No. 13 on postcard, p. % 


New Sink Size 


Newest size added to company’s 
line of sinks is 18x24 in. Sinks are 
of acid-resistant white porcelain 
enamel on heavy steel and contain 
titanium. For use with either a 
cabinet or frame. Federal Enamel- 
ing & Stamping Co. 

For more data circle No. 14 on postcard, p. % 


Power Saw Setter 


Automatic power saw setter has 
dial selector which automatically 
adjusts setter for desired number 
of points per inch. It features new 
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WHAT'S NEW 








twin hammer action that sets both 
rows of teeth (both sides of saw) 
in one operation. Setting speed 
ranges from 6% to 15 seconds per 
foot, for saws with four to eight 
points per inch up to 1% in. wide. 
Twin hammer assures uniformity 
of set, avoids tooth breakage and 
produces true-cutting saws that 
stay sharper longer. Hammers and 
anvils are of hardened steel; unit 
comes with motor and foot switch. 
Foley Mfg. Co. 


For more data circle No. 15 on postcard, p. 93 


Vanity Hamper 

All-in-one Vanity Hamper, Model 
No. 617V, has a permanent gallery, 
spacious drawer and removable 
family size hamper bin. Guaran- 





teed against rust, hand decorated 
hamper is ventilated, snagproof and 
easy to clean. It measures 29% x 
1834 x 10 in. and is available in 
eight colors. Retail, east of Mis- 
sissippi, $19.95; west, $20.95. De- 
tecto Scales, Inc. 

For more data circle No. 16 on postcard, p. 93 


Dado Set 


All steel dado set permits instant 
adjustment to any desired cut while 
still on the arbor. It features one- 
piece self-contained unit of heavy 
nickel chrome steel 3/16 in. in thick- 
ness. In operation, Multi-Cut Dado 
cuts clean square grooves with clean 
side walls and no splintered edges. 
Width of cuts can be varied from 


92 





3/16 in. to 1 in. It comes in three 
sizes in styles to fit any arbor, the 
6 in. size sells for $11.60; 8 in. for 
$16.50, and 10 in. for $23.57. West- 
ern Saw Mfrs., Inc. 

For more data circle No. 17 on postcard, p. 93 


Primer-Sealer 


Lightnin Fast Vinyl Latex 
Primer Sealer dries in from one- 
half to two hours, making possible 
the application of two coats in one 
day. Sealer comes in two finishes 
—a white smooth finish and a white 
textured finish. Textured finish is 
for use on imperfect surfaces such 
as wavy plaster, dry wall joints, 
hairline cracks, etc. John W. 
Masury & Son, Inc. 

For more data circle No. 18 on postcard, p. 93 


Nylon Starter Rope 


For hand-started power units, 
such as lawnmowers, tractors, 
pumps and outboards, this nylon 
starter rope is 3/16 in. in diameter 








and is fitted with a polished woo 
handle. Each rope comes in 4 
pliofilm envelope, 12 to a three-color 
counter display box. Retail, 49 
American Mfg. Co. 


For more data circle No. 19 on postcard, p, % 


Homeworkshop Aluminum 


Here is a new addition to home 
workshop supplies—a line of alumi. 
num shapes and sheets that can be 
worked with ordinary woodworking 
tools. Can be planed, sawed, drilled, 
etc., just about the same as wood; 
it can be cut with scissors. Booklet 
of plans for homeworkshop projects, 
and a merchandising display stand 
are available. Reynolds Metals Co, 
For more data circle No. 20 on postcard, p, 9 


Flower Insecticide 


Black Flag Rose and Flower 
Bomb combats destruction caused 
by Japanese beetles, aphids, fleas, 
loopers, cabbageworm and _ horn 
worm. Containing Lindane ani 


é 
‘ Py 





Rotenone for fast killing action, 
handy garden aid is operated by 
finger-tip on valve that releases fine 
mist spray. It retails for $1.69 per 
bomb. Boyle-Midway, Inc. 


For more data circle No. 21 on postcard, p. % 


Portable Barbecue 


Known as Trader Vic’s Old South 
Sea Island Barbecue, this portable 
oven provides precision temperature 
control by means of insulated oven 
jackets and liners. Sliding stove 
section door controls intensity of 
fire and shuttered damper at oven 
chimney peak pfovides accurate 
draft control. Equipped with 8-in. 
steel wheels, oven has a 150 to 600 

(Continued on page 96) 
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Here is the new Quick Check Card 
What it is... How it works 


Each issue brings you dozens of descriptions of new products, 
new displays, etc., in the "What's New" columns. You get more 
of these in HARDWARE AGE than in any other magazine. 


When you want more free information on any of these prod- 
ucts, simply mark a circle around the same number on the post 
card as appears under the individual item description. 


Drop the post card in the mail box. No postage is needed. You 
will quickly receive, free, complete details on the product from 
the manufacturer. You may circle as many items as you wish. 
Separate information will be sent you on each item. 


Be sure to give your full name and address on the post card. 
Print or type it clearly. We cannot service post cards with in- 
complete addresses. 


Postcard valid 8 weeks only. After that use own letterhead fully describing Item wanted. 8/6/53 
Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 


1 
16 
31 


2 
17 
32 
47 
62 
77 


3 
18 
33 
48 
63 
78 


5 
20 
35 


a A big help for busy 
4 dealers. Use this card 
56 for free information 

on new products de- 


scribed in this issue. 
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HARDWARE AGE full address. 


Post Office Box 
Village Station 


NEW YORK 14, N. Y. 





Identification is there to stay. There's 
a division mark at every foot on 
Yardley flexible pipe—a yellow 
tape every 50 feet. Buy Quality — 
Sell Quality — nationally advertised 
Yardley ClearStream and Twin-dv-it. 


YARDLEY PLASTICS CO. 


142 Parsons Ave., Columbus 15, Ohio 
in Canada: Daymond Co. Lid., Chatham, Ont. 
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@ For more information on these products and services 
use free post card on page 93. 


deg. cooking thermometer and a 
guide dial which shows proper tem- 
perature for different foods. It 





measures 41 x 46 x 19% in. and 
weighs 80 lb. Included with barbe- 
cue are ten 5% in. barbecue hooks 
and a 10% in. meat retriver. R. D. 
Fageol Co. 

For more data circle No. 22 on postcard, p. 93 


Electric Timer 


Automatic electric timer can be 
used to make many Fresh’nd-Aire 
products completely automatic in 
operation. It turns appliances on 
and off at designated times. Ap- 
pliance is plugged into timer which 
is hung on wall and plugged into 
outlet. Timer automatically re- 





peats procedure daily. Model No. 
3170, it retails for $8.95. Fresh’nd- 
Aire Co., Div. of Cory Corp. 

For more data circle No. 23 on postcard, p. 93 
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Light Bulb 


Three-way light bulb, with levels 
of 50, 100 and 150 watts, is de- 
signed for use in single-socket por- 
table lamps which lack diffusing re- 
flector bowls. Bulb’s inside coating 
of white silica has effect of diffus- 
ing light, reducing glare and cast- 
ing softer shadows. Retail, 48¢. 
General Electric. 


for more data circle No. 24 on postcard, p. 93 


Tubular Glass Arrows 


Called Actionglas, this tubular, 
tapered fibreglass arrow features 
sturdy construction and it will not 





warp, split or take a set. It is 
accurately tapered and matched 
within five grains tolerance in 
weight, identical in spine. It has 
balance, unusual speed and accu- 
racy. Available in natural glass or 
aluminum finish with attractive Ac- 
tionglas crest, plastic nock, long, 
low fletching and brilliant cock 
feather. Retail price is $27 per doz. 
Orchard Industries, Inc. 

For more data circle No. 25 on postcard, p. 93 


Ice Bucket 


This new one-gallon red and black 
plaid bucket, called the Skotch 
Kaddy, was introduced at the At- 











lantic City Housewares Show. It js 
91% in. high and 7% in. in diameter. 
Made of coated steel with fiber. 
glass insulation, its finish is aleo- 
hol resistant. In addition to sery- 
ing as an ice bucket, it can be used 
to carry hot or cold foods or liquids, 
Hamilton Metal Products Co. 

For more data circle No. 26 on postcard, p, 93 


Mickey Mouse Pull Toy 
New pull-and-push toy, No. 310 

Mickey Mouse Puddle Jumper, has 

an all-hardwood body lithographed 





in full color. Puddle Jumper putt- 
putts as it is pulled along. Rear of 
car careens wildly from side to side, 
bouncing Mickey Mouse in his seat. 
Toy is 6% in. long, 5 in. high, 25% 
in. wide. Retail, 59¢. Fisher-Price, 
Toys, Inc. 

For more data circle No. 27 on postcard, p. 98 


Price Marker 

Called the SUPR-33, this band- 
type stamp can make as many as 
300 perfect impressions with just 
one inking; it will mark every type 





of package. Equipped with three 
bands, stamp can mark all prices 
and combinations commonly used. 
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Southern Phillips and Slotted Quality Wood Screws stand 
out on your shelves in new easy-to-handle, error-proof 
packages. “Easy Read” silhouette and color labels instantly 
identify screw types and sizes. 


New Southern packaging is based on extensive survey to 
give most secure and easiest possible handling. All infor- 
mation available at a glance. Eye-appeal color, parrafin- 
base dye and 100% virgin Kraft paper make boxes 
attractive, soil and moisture resistant, and long lasting. 


A Quality Wood Screw for every Purpose—Packaged to 
Speed Your Sales. Write today for our catalogue. 


FA SCREW COMPANY 


STATESVILLE °* NORTH CAROLINA 





, 
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WHAT'S NEW 





Pricer is available in three sizes, 
with or without wood handle. Com- 
plete kit, containing stamper, 2-oz. 
bottle of marking ink, stamp-pad, 
reconditioner and cleaning brush, 
costs $16.00. Faymus Div., Bankers 
& Merchants, Inc. 


For more data circle No. 28 on postcard, p. 93 


Aluminum Paint 


One-coat aluminum paint requires 
no prime coat and features a built-in 
rust inhibitor. Called Dixon One 


ONE CoAT ALUMINUM 


No. 117 
Requires No Primer 


Coat Aluminum Paint, it gives good 
coverage and economical] protection 
to outdoor surfaces. Joseph Dixon 
Crucible Co. 


For more data circle No. 29 on postcard, p. 93 


Rafter-Framing Square 


This Take-Down Rafter and 
Framing Square can be taken apart 
to be carried to and from job. It 
comes with attractive blue carrying 
case. Square is calibrated with 


etched markings and baked-in white 
lettering on 12 gage steel with a 
black oxide finish. It gives all rafter 


98 


tables, octagon scale and brace and 
Essex Board measure. It comes 
with instructions for use and as- 
sembly. Complete unit retails under 
$5. Twix Mfg. Co. 


For more data circle No. 30 on postcard, p. 93 


improved Cooking Ware 


All cooking ware items in com- 
pany’s line now have _ increased 
gages. Heavier steel base reduces 
possibility of damage from mechan- 
ical or thermal shock, giving longer 
life, better heat distribution and 
smoother appearance. New style of 
utensil cover has Bakelite knob. 
These changes are being offered at 
no increase in price. Belmont Div., 
Ridge Tool Co. 


For more data circle No. 31 on postcard, p. 93 


Can Opener 

Magnet at top of this new Zim- 
Matic can opener holds can lid after 
it is removed. Of steel construc- 
tion, it opens all shaped cans, cuts 
clean and holds can firmly. Easy 


to attach to wall or panel, it folds 
out of way when not in use. Retail 
price in standard cadmium finish is 
$3.50, in chrome $5.50. Zim Mfg. 
Co. 


For more data circle No. 32 on postcard, p. 93 


Oilifter and Oil Filter 


Model 346 Oilifter converts any 
oil-burning appliance using a vapor- 
izing burner to completely auto- 
matic operation. It can be used for 


vaporizing any system requiring an 
oil-lifting capacity up to 4 gal. per 
hour at 15-ft. lift, or 3 gal. per hour 
at 25-ft. lift. Also new is the Mode! 
243-SY Trap-It fuel-oil filter with a 
fine mesh monel-metal screen with 
extra large strainer surface to trap 
foreign particles. Is rated at 2% 
gal. per hour on No. 3 fuel oil and 
up to 5% gal. per hour on No. 1 or 
No. 2 oil. Unit is made in two con- 
nection sizes, 4% or %% in. LP.T. 
A-P Controls Corp. 


For more data circle No. 33 on postcard, p. 93 


Sinker Assortment 
Pflueger Clincher sinkers in as- 


sortment No. 2079 come in eight 
different sizes, include 744 sinkers, 


CLINCHER SINKER 


ASSORTMENT No. 2079 





and have retail value of $15. Differ- 
ent size sinkers come in varying 
quantities in proportion to normal 
demand. The 914x614 in. box is of 
heavy steel coated with green ena- 
mel. Enterprise Mfg. Co. 


For more data circle No. 34 on postcard, p. 93 


Screen-Ventilator 


Louver-Screen Vent keeps out 
dust, rain and insects, while letting 
in fresh air through the screen 


backed louvers. Center louver sec- 





tion is of rust-resistant baked ena- 
mel; wood frame is treated to elim- 
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Irs IMPORTANT to you that Hall-Mack is recog- 

nized as “the best answer to quality bathroom acces- 

sories”—for it means quality materials and fine construction 

—it means that the accessories you choose will have lasting 

style and enduring beauty—it means that whatever your 

taste, whatever your budget — Hall-Mack has the right 
accessory to supply every bathroom need. 


Within four popular lines—Crystalcrome, Coronado, 
Tempo and China-Vogue—you can select Hall-Mack acces- 
sories for every bathroom style and budget! 


HALL-MACK COMPANY 


1344 W. Washington Bivd., Los Angeles 7, California 
7455 Exchange Ave., Chicago 49, Illinois 
1000 Main Avenue, Clifton, New Jersey 
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inate size variation caused by 
weather changes. Special feature 
is the Reddy-Loc which locks screen 
at any adjustment. Available in 
three adjustable sizes, screens re- 
tail for $1.19. F. E. Schumacher 
Co. 


For more data circle No. 35 on postcard, p. 93 





Bathroom Cabinet 


This Westwood bathroom medi- 
cine cabinet has sliding doors, large 
cabinet space and large mirror sur- 
face with two full size polished 





plate glass mirrors framed in stain- 
less steel molding. Suspended doors 
allow easier operation. Jdeal Cabi- 
net Corp. 


For more data circle No. 36 on postcard, p. 93 


Barbecue Unit 

For indoor or outdoor use, this 
barbecue fireplace unit is especially 
designed for patios and ranch-type 





kitchens. Depth of 1514 in. permits 
installation without projecting into 
room. Known as Model OF-38-S, 
unit has two doors with adjustable 
draft control, two-piece top of bar 


type design, bottom bar grate; 
which are adjustable in height fo, 
either charcoal or wood fuel, ang 
large, 1544x26%4 in. grill. A spit 
and other accessories are available 
Majestic Co., Inc. 


For more data circle No. 37 on postcard, p, 93 


Jig Saw 

New 20-in. jig saw with self. 
contained motor has full-rotating 
armature 110-volt AC motor built- 
in. Made of aluminum alloy, jig 
saw cuts up to 21% in. stock, crogs- 
cuts, rips, cuts compound angles 
and cuts to center of 40-in. board 






























MECHANICS, MACHINISTS, 
FACTORIES, INDUSTRIES 


PRECISION TOOLS 


@ New self-selling, Profitmaster display attracts 
all skilled workers. Now available to good stores, it 
produces a substantial volume with good margins. 
Tumico micrometers, verniers, steel rules, squares, etc., 
are needed and used by all garages, ships, factories, 
etc. Tumico tools are of highest quality. Recommended 
and used by leading aircraft, automobile, war 
production and civilian plants. 
Profitmaster display is solid birch construction, 
protective glass front with readily accessible shelving 
for stock behind display front. 


WRITE FOR CATALOG Catalog and name of 


nearest jobber sent promptly to all rated stores. Write today! 


TUBULAR MICROMETER CO. 


BOX 1, ST. JAMES, MINNESOTA 

















can 





FREE %s 
PROFITMASTER 
DISPLAY 
This beautiful, per- 
manent, 20” x 22” 
x 11” display case, 
which costs $15.00, 
be obtained 
free with first sub- 

stantial order. 
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The 10x12 in. table tilts a full 
45 deg. Other features include a 
combination mitre gauge and rip 
fence, new Master-View controls, 
and vibration-free operation. Re- 
tail, $39.95, motor included; slightly 
higher in Zone 2. Shopmaster, Inc. 


For more data circle No. 38 on postcard, p. 93 


Rotary Mincer 


For fine shredding of nuts, lemon 
peel, mint, parsley, garlic, chives 
and herbs, this handy mincer is 
lightweight and _ sturdily con- 
structed of high grade steel with 





stainless steel blades. Special plat- 
ing prevents rust. Safe to use, as 
fingers cannot come in contact with 
cutter. Individually boxed, mincer 
retails for $1.00. Mowli Mfg. Corp. 


For more data circle No. 39 on postcard, p. 93 


Moisture Absorber 

Made of red plastic, Kracker- 
Krisper protects crackers, candies, 
pretzels, potato chips, etc., against 





‘ a Whe 
™ we * 3 
e ee 
et i 
moisture damage. It contains a 
harmless chemical which absorbs 


moisture and has no odor or flavor. 
Foods packaged with Kracker- 





Krisper retain original freshness 
for over a year. Comes mounted 
on individual cards, 10 units to a 
display. Retail 25¢. Industrial 
Molded Plastic Products. 


For more data circle No. 40 on postcard, p. 93 


Utility Container 


For packaging diesel and fuel 
oil and other petroleum products, 
this 24% gal. utility container is 
made of durable, heavy-gauge, cold- 
rolled steel; it measures about 105% 
in. in diameter and height. Screw 
lids on filler opening and pouring 
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Generals are easy fo sell because customers 
need GF’s positive filtering protection. 
EASY SERVICE 


Single-bolt assembly means instant, sure 
servicing — no time lost through troublesome 
“call-backs.” 


REPEAT SALES 


Seasonal cartridge changes aid in finding new 
filter prospects, assure lucrative, dependable 
earnings. 


SUPER-FILTRATION 


Finest all-wool cartridge and GF’s unique filter 
design mean the safest filtering known! 


ANOTHER MONEY-MAKER! 


CLEAN RIGHT Soot Remover works safely, 
gently, quickly cleans any heating plant. 
Made for General Filters, Inc. 


2A-700 
for average needs 















- ae 
1A-25 

for small stoves, 
heaters, etc. 





Veteran fuel oil service men enthusiastically agree that GENERAL FUEL 
OIL FILTERS are the finest all-wool-cartridge filter money can buy! Easily 
replaceable felt cartridges not only reduce maintenance to a few simple 
steps but assure positive filtering which puts an end to unprofitable service 


“call-backs.” One cartridge change covers the entire 
season. In addition, GF’s quick, out-in-the-open installations 
save you time and money on every job. 


GENERAL FILTERS 
INCORPORATED 






43800 Grand River Ave. 
Novi, Mich 


CANADIAN FACTORY BRANCH: CANADIAN GENERAL FILTERS, LTD., 2679 DANFORTH AVENUE, TORONTO 13, ONTARIO 
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ANCHOR BRAND SNAPS ! 


Wherever there’s a need for simple, 
dependable fasteners, most people 
find that Anchor Brand Snaps more 
than fill the bill. Here’s why! 

One, they’re available in a com- 
plete range of sizes .. . a snap for 
every purpose! Two, they’re a cinch 
to use ... secured in a jiffy, re- 
moved in seconds! Three, they’re 
designed to do the job and made to 
do it well... give years of trouble- 
free service! 

That’s three important features 
that keep Anchor Brand Snaps in 
demand .. . three good reasons for 
stocking a handy supply now. Ask 
your jobber or write direct for the 
full facts on Anchor Brand Snaps. 








No. 25 Snap 
Size of Eye: 
%"' thry 2” 


No. 125 Snap 
Size of Eye: 


V2", Ye 


No. 200 Snap 
Size of Eye: 
56” thry 2” 


NORTH & JUDD 


MANUFACTURING COMPANY 


NEW BRITAIN CONNECTICUT 








floor. 








spout provide protection against 
contamination of contents. Spout 
is equipped with a special capped 
nozzle. Compact and easy to carry, 
container may be lithographed in 
color with trade name and other 
sales devices. Continental Can Co. 
For more data circle No. 41 on postcard, p. 93 


Garbage Receiver 
Underground garbage receiver 

has a hot-dip galvanized coating 

which gives it a rust-resistant, 





durable finish. Receiver consists of 
a non-breakable, 11-gauge, pressed- 
steel top, a 16-gauge steel shell 
fitted with cross braces and a 
heavy, corrugated;-hot-dip galvan- 
ized garbage can. Easily installed 
in the ground, concrete walk or 
porch, it is out of sight, sanitary, 
odorless and cannot be upset. Avail- 
able in 8, 10, 12, 15 and 20 gallon 
sizes. Witt Cornice Co. 

For more data circle No. 42 on postcard, p. 93 


Rubber Household Mats 


Rubbermaid Appliance Mat (il- 
lustrated) protects porcelain sur- 
faces of major appliances and, at 
the same time, provides safe, slip- 


proof storage surface for smaller 


appliances. Available in red, mar- 


bleized black, blue, yellow, green, 


coral and chartreuse, mat is 21x28 
in. Suggested retail, $2.98. Rubber- 


maid Shower Stall Mat has 77 large 


suction cups which anchor mat to 
Surface, water drains off 





@ For more information on these products and services 
use free post card on page 93. 





through holes in mat. Comes in 
marbleized black, peach and light 
green. Retail, approximately $3.98, 
Wooster Rubber Co. 

For more data circle No. 43 on postcard, p. 93 


Paint Mixing Machine 

This automatic color dispensing 
machine can produce in a few sec- 
onds any one of thousands of cus- 
tom colors in flat enamel, satin-gloss 
or high gloss. Measuring 9 x 8 ft. 


and 6% ft. high, machine can dupli- 


cate any selected color, tone or shade 
without deviation. Paints are mixed 
from combinations of six colors, 
plus basic whites, eliminating need 
for large stock of ready-mixed 
colors. Martin-Senour Co. 

For more data circle No. 44 on postcard, p. 9 


Humidifier 

Carleo galvanized steel humidi- 
fier fits out of sight behind all 
standard radiators; eliminates radi- 
ator-dry air. Rustproof, leakproof 
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You'll Find 


“"RiGSID” 
means more 
service for 
your money 


Comes in " 
and light Ritetb 


Cutters 

6 sizes — 

Y%’’ to 6”’ pipe— 
4-wheel cutters to 4”’ 


= 
Thousands of Wholesalers agree— 


faster turnover when you sell 


It’s easy to sell the masonry tools your customers know Heavy- Duty Cutters 


and trust. Goldblatt is the best-known tool company in 
a a a pee — 65 yvabhe iy tag = There’s a big difference in pipe cutters—and your 
er trades have depended on Goldblatt for finest customer is sure of it the first time he slaps a 
quality tools that are comfortable, easy to handle and RIMAID on a pipe (any kind) and sees how easily 
help them do their jobs better. ; cleanly it rolls through the metal. Beautifully bal- 
The continuous broadening of Goldblatt’s reputation anced for easy action. Factory tested for perfect 
is assured by extensive consumer advertising. Here tracking—and guaranteed warp-proof housings of 
again, Goldblatt leads the trowel trade industry! special malleable hold it. High alloy thin-blade or 
Take advantage of this pre-selling that Goldblatt heavy-duty cutter wheels that leave practically 
does for you—offer your customers the tools they want. no burr. For easy fast-turnover and profits, push 


Write Today for Free Catalog eee ont Oe ee ee 


Write for your copy of Goldblatt’s 
illustrated catalog describing the 
largest and most complete line 
of masonry tools and supplies. 


THE RIDGE TOOL COMPANY e ELYRIA, OHIO 


1920-D Walnut Street, Kansas City 8, Mo. 
Ist Choice of the Trowel Trades 
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WHAT'S NEW 








and heat-resistant, the humidifier 
has large water storage capacity, 
making frequent refilling unneces- 
sary. Size is 12% x 91%, x 1% in. 
Carlisle Mfg. Co., Ine. 


For more data circle No. 45 on postcard, p. 93 


Handy Cioth 


Made of strong cotton duck, King 
Cotton Handy Cloth has four cor- 
ner carrying loops. Individually 





packed in reusable polyethylene bag 
with drawstring top, it measures 
74% x 74% ft. Useful for collecting 
and carrying leaves, for beach or 
picnics, as a furniture cover, paint 
drop cloth, children’s tent, etc. John 
H. Graham & Co., Inc. 


For more data circle No. 46 on postcard, p. 93 


Crossword Game 

Called Score-A-Word, this new 
crossword game for teen-agers and 
adults can be played as solitaire or 
with others. Included in colorful 





box are a 17 x 17 in. cloth-hinged 
board, letter-tablets, four enameled 
wooden letter racks, a score pad 
and instructions. Quality edition 
retails at $1.98; Popular edition at 
$1.00. Transogram Co., Inc. 


For more data circle No. 47 on postcard, p. 93 


Warning Light 

Designed to protect motorists 
making car repairs on dark roads, 
this blinking warning light, called 
Life Guarder, operates on four 
standard flashlight cells. Its red 
flashing beam is visible in every 
direction. Other uses include mark- 
ing hazardous locations, acting as 
a beacon on docks and beaches, and 
warning of storage sheds of flam- 
mable materials. It can also be 
converted to a steady white light 
by removing red lens liner and 





switching flasher unit to “Off.” 
Retail, $4.95, less batteries. Just- 
rite Mfg. Co. 


For more data circle No. 48 on postcard, p. 93 


Tray-Table 


Convertible tray-table is being 
offered in a special combination 
sale with the purchase of either an 
Automatic Coffee Perk or a Lectric 
Cook. During the offer, either the 
Cook or the Perk, retailing at 
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$29.95 each, can be sold in com. 
bination with the tray-table for a 
total of $31.45. Finished in gaf. 
fron yellow, plastic-on-steel tray jis 
18 x 25 in.; top is resistant to heat, 
acids, stains and grease. Arvin 
Industries. 

For more data circle No. 49 on postcard, p, 93 


Rotary Power Mower 


Revo-Lawn rotary power mower 
features a 4-cycle, 134 h.p. engine, 
automatic rewind starter and a 
safety-shielded 18 in. rotary blade 
which has an adjustable cutting 
height of from one to three inches 
and will trim close to obstructions, 
Leaf mulching attachment is ayvail- 





able. Finished in cream and green 
baked-on enamel, mower retails for 
$109.50. Reo Motors, Inc. 


For more data circle No. 50 on postcard, p. 93 


Power Chain Saw 

Model 5 Powerhouse chain saw, 
with 5 hp. engine, cuts full power 
without adjustments and can be 
operated in any position. Available 
in sizes ranging from 20 to 40 in. 
and also in 22 in. bow model. Other 
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Every home handyman and 
housewife is a prospect for 
these handsome, easy-to-use 
rivets. They'll fasten cloth, 
leather, paper, plastic sheet- 
ing; ideal for craftwork ... 
repairs on clothing, luggage, 
straps, etc. . . . quick, secure, 
permanent. User simply 
punches hole in parts to be rivet- 
ed, pushes rivet together through 


EASY-SELLING 
HANDY FASTENERS 


on “HOW-TO-USE” 


CARDS 


PEEDY 
RIVETS 


holes, places on firm surface and swats with a hammer. 
Finishes: Gilt, nickel, black, brown. Large or small sizes. 


Retail: 15¢ a card. 


TEENUTS 


steel threads in wood 





\ik) 











THE 


3229 South Ashland Avenue 


eee —-"_— 
NATIONAL ADVERTISING / 


A consistent, year-round ¢ 
Better Homes and Gardens 
American Home 
Popular Mechanics 


Total Circulation: 8,000,000 










Ideal for new work, wood to 
wood, wood to metal, and 
where old screw holes have 
worn out. TEENUTS mount 
flush without counter-boring. 
Simply drill hole size of 
TEENUT barrel; steel prongs 
provide rigid, permanent an- 
chorage. Same size hole for 
bolt. Complete line to fit 
standard bolt sizes. Carded 
<= put-up retails for 15¢... 
packed in eye-catching dis- 
play carton. Call your jobber, 
today. 


ampaign in: 


LINE 


Chicago 8, Illinois 
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How to 
BUILD UP your 
Floor Sweep Volume 


| if 













+. 


DISPLAYS 
AND STOCKS 
HANDLES 











POPULAR 
SWEEPS 


METAL 
DISPLAY 
RACK 


There’s a big dollar margin in every floor sweep you sell. 
Oxco’s attractive space-saving floor display helps you build 
up sales of profitable Oxco floor sweeps by displaying, stock- 
ing and selling . . . all at once! Colorful sign catches the 
customer’s eye and tells which sweep to buy for his purpose. 
Display No. 1 is a complete package. 18 popular sweeps (4 
different styles); easy-to-set-up metal rack with sign attached 
... all in one shipping carton. 


Order Oxco’s Floor Sweep Display No. 1 
from your nearest Jobber. Act now to 
build up your floor sweep volume. 


OX FIBRE BRUSH COMPANY, INC. 
erenericx <elabished /§S§¢F mMaRYLAND 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 93. 


features include automatic clutch 
and rewind starter; automatic 
chain oiling and oil shut-off; posi- 
tive chain tensioning control; high 
voltage magneto ignition; and rust- 
resistant chrome plating. Lombard 


Governor Corp. 
For more data circle No. 51 on postcard, p. 93 


Baby Jumper 

Cosco Model 12-A Baby Jumper, 
with opposed-spring suspension, 
permits the child to bounce around 
in safety. Features include light, 
sturdy, all-metal construction, 
rounded edges, stable base with 
rubber gliders and extra-deep tray. 





Bell and colorful sliding balls are 
on rod in front of tray. Upholstery 
is of duck cloth double-coated with 
viny] plastic, available in red, blue, 
yellow, coral, aqua and cream. Tray 
and base are finished in baked-on 
gray enamel. Retail, $7.95; in 
Florida, Texas and 11 western 
states, $8.45. Hamilton Mfg. Corp. 


For more data circle No. 52 on postcard, p. 93 


Caulking Compound 


Now available in giant-size col- 
lapsible tubes containing 1/10 gal., 
D-P White Caulking Compound can 
be applied directly from the tube 
with its built-in applicator spout. 
The compound seals cracks in win- 


106 





dow and door frames, bathtubs, 
sinks, etc. Tubes come packed 10 to 
a case. Retail, 90¢ each. Dicks- 
Pontius Co. 

For more data circle No. 53 on postcard, p. 93 


Pine Molding Strips 
R-V-Lite Ponderosa pine mold- 
ing strips are for economical in- 
stallations in sun porches, patios, 
storm doors and windows, etc. All- 
purpose strips have flat tops and 
rounded corners, smoothly finished. 
Of top grade Ponderosa pine, each 
strip is 54x14x36 in. They come 
packed in cartons holding 250 
strips of 3 ft. each. Self-dispensing 





cartons are attractively printed 
with their own sales story and can 
be used as display unit. Arvey 
Corp. 


For more data circle No. 54 on postcard, p. 93 


Window Fans 


Two new sizes have been added 
to the window fan line of the 
Murray Company of Texas. The 
16 in. fan is lightweight, portable, 
and has a handy carrying handle. 
Can be installed in window as an 
exhaust fan or easily removed for 
use as a floor circulator. The 30 in. 
fan is available in single-speed, ex- 
haust-only or in 2-speed, electrical- 
ly-reversible models. Delivers up to 
6500 CFM. Has protective grill 
screen both front and back. Both 
fans are finished in off-white baked 
enamel with chrome trim. Also 
available is a new 24-page, illus- 
trated catalog showing complete 
line of Murray window fans. H. C. 
Biglin Co. 


For more data circle No. 55 on postcard, p. 93 


Steel Legs 


Heavy duty steel legs for build- 
ing a tool stand, work bench or util- 
ity table come in heights of from 


f 





20 to 32 in. Made of heavy gauge 
steel with baked enamel gray fin- 
ish, legs have three height adjust- 
ments at bottom for attaching shelf 
brackets. Set includes four legs, 
two brackets for each leg, bolts and 


nuts. Superior Pressed Steel Co. 
For more data circle No. 56 on postcard, p. 93 


Wall Plates 


These modern wall plates for 
standard wiring devices are made 
of sturdy plastic and have a smooth- 
finished contour. Available in ivory 
and brown, line includes single 
tumbler switch plates for one, two 
and three-gang installation; one- 
gang single and double convenience 
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Eye-catching ads like this 
in the Sept 26 


MONOWATT’S 
Money-Making 





FALL 
SALES 


FESTIVAL 


This advertisement is 
merely the first in a 
dramatic new cam- 
paign scheduled for 
LIFE and the POST. 
Continuing national 
advertising plus 
sparkling new prod- 


ucts, display packaging, 


reliable sales ratings, 
display material and 
sales helps are all 
part of the Monowatt 
program to help 

you sell more elec- 
trical supplies. Put 
this Fall Sales 

Festival to work 

in your store. 

Order now! 


The Saturday bvening 


POST 


A NIGHT LIGHT 
WOULD SHOW you 
ITS RIGHT WHERE 
ITS ALWays BEEN 


At electrical counters everywhere 
Monowatt Night L 
In type Gumeeed toe a Gevtipnn = om 


Up type with plug onde n of cord tor eboue th 


MSNowarr 


jn Device Departmen 
a General Electric Compny 


acta 


WIRING DEVICE DEPARTMENT ® GENERAL ELECTRIC COMPANY 
Providence 7, R. |. 
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AREA HEAT 





-— 


Biastera Area Heat makes plenty of sense 
to your customers because it costs Jess to buy 

..less to install...less to operate than any 
other type of heating equipment. It makes 
sense because it puts uniform warmth all over 
their house — keeps it uniform with individ- 
ually controlled thermostats on every heater, 
in every area. 


Area Heat can make plenty of dollars for 
you because it doubles and triples your Dear- 
born sales. Dearborn Area Heat sales are 
MULTIPLE SALES. You sell up to six or 
more heaters per customer instead of the 
usual single unit sale. And with every heater 
sold you automatically sell a Dearborn auto- 
matic control — extra profits thrown in with 
no selling effort on your part. 


Ask your Dearborn representative about Area Heat if you 
don't already know the full story. Or write, call or wire 
us for more information. It's the most sensible, saleable, 
profitable way to sell heaters in heater history! 


STOVE COMPANY 


1700 West Ce rece Street 


DALLAS TEXAS 






















































































/ Closet 
§ ars 


Every family is a prospect for Stanley 
Closet Bars, tenants as well as home 
owners — and these “solid sellers’? meet 
every buyer’s requirements. Sturdily 
constructed of two telescoping tubes, 
they are made in 4 sizes: 18” to 30”, 30” 
to 48”, 48” to 72”, 72” to 96”. Center 
support available for extreme extensions. 
Bars individually packaged with screws. 


SALES-MAKING MERCHANDISER DB 7020 
Size: 934” wide, 1472” high 


This colorful metal display is offered FREE to 
dealers ordering one dozen of any size or 12 
dozen of any two sizes of Closet Bars. Order 
from your wholesaler. 


The Stanley Works, New Britain, Connecticut 


L STANLEY ] 


Reg. U.S. Pat. Off. 
HARDWARE © TOOLS © ELECTRIC TOOLS 
STEEL STRAPPING © STEEL 
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WHAT’S NEW 








outlet two-gang single 


plates; 
tumbler switch and twin outlet 
plate; one-gang telephone and one- 
gang blank plates. General Electric. 


For more data circle No. 57 on postcard, p. 93 


Electric Heater 


Model 900 electric heater fea- 
tures an amber signal light which 
stays on continuously while heater 


is plugged in, serving as a re- 
minder to turn heater off. For 
exact heat control, it has two 


switches in addition to its thermo- 
stat dial. Chrome-trimmed case 





remains cool even after hours of 
operation. Operates on 110 to 120 
volts, 60 cycle, 1320 watts. Titan 
Mfg. Co. 


For more data circle No. 58 on postcard, p. 93 


(Resume reading on page 13) 








ARMSTRONG BROS 


Better PIPE TOOLS 
« 






TONGS 


“Reversible,” “Standard” anl “Ideal” types, 
in all sizes. Jaws are drop forged from spe- 
cial steel, are carefully milled, heat treated, 
hardened and tested. The Handles are forged 
spring steel. The Chains are proof-tested to 
2/3 catalog strength (1,200 Ib. to 40,000 Ib.). 


“Reversible” Jaws give double jaw life. 


“Standard”? Jaws have extra bearing on the 
handle 


and forged-in chain guides. The 
“Ideal” Tongs have V Shaped 


teeth for a sure grip on irregu- 





lar shapes—fittings, etc. 


ARMSTRONG BROS. TOOL CO. 


‘The Tool Holder People” 
5214 W ARMSTRONG AVENUE + CHICAGO 30, ILL. 
Seite 

















FOOT and CHECK VALVES 


end leakage troubles .. . 
save their cost many times over in 
service calls they eliminate. Ideal 
for jet type pumps. Write today 
for Bulletin Number 301. 


order from your jobber 


STRATAFLO 


PRODUCTS INC. 


FORT WAYNE 1, INDIANA 
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Sth WESTERN 
HOUSEWARES 
SHOW 








Ath WESTERN 
HOUSEWARES SHOW 


One shot is all you'll need. 
Nearly all the top lines in America will be here - . . under one roof. 
Top executives will be on the firing line to help you plan. 





SEPTEMBER 20-23 » 1953 + LOS ANGELES 


Sunday through Wednesday » Biltmore Hotel 


A LOS ANGELES TRADE FAIR SHOW... 
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SPONSORED BY LOS ANGELES CHAMBER OF COMMERCE 





Look who's pushing 
Parker Lawn Sweepers 


The biggest advertising-promotion 
program in lawn sweeper history! 


It’s big! It’s terrific! It means added Parker Lawn 
Sweeper sales for you. Yes, 20,000,000 readers—2 
out of every 3 prospects in your territory—will see 
the smash Parker “Good-by Leaves” campaign this 
fall. 8 big publications will be working for you. But 
there’s more! Look below! 





BAP s 

THIS WEEK and LIFE 
—For local impact, 
Parker advertising 
will saturate 33 key 
markets with THIS 
WEEK. Furthermore, 
Parker is taking part 
in the big IRHA 
promotion in the 
October 5, LIFE. 
There’s real push 
behind Parkers for 
1953 fall. 












2 DEMONSTRATOR 
PLANS—Not one 
plan but two—and 
both real cash reg- 
ister ringers. Get the 
facts now—put a 
Parker sweeper to 
work for you now— 
add a Parker sweep- 
er to your rental 
equipment now. 
Write today! 


t 





FREE 1953 PROMO- 
TION KiT— Send for 
it! Counter cards, 
window banners, 
display stand, prod- 
uct tags, newspaper 
mats, radio com- 
mercials, hand-out 
literature—a_ big 
colorful kit loaded 
with sales ammuni- 
tion. Your kit is 
ready—order today! 


ene an 
LAWN SWEEPERS 


PARKER SWEEPER COMPANY 


118 Bechtle Avenue, Springfield, Ohio 
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seller ! 






































Perfection’s sensational, new line of vented gas heaters has 
been newly styled to build more business for you. All porcelain- 
enameled inside and out—throughout. Lifetime written burner 
guarantee and 20-year written combustion chamber guarantee. 


Four competitively-priced models from 20,000 to 65,000 B.t.u’s. 


Designed for steady sales! Eight 
unvented models of gas heaters... 
four with radiants. Priced to move 
fast. Built for manual or automatic 
operation, with 100% safety valve. 
Porcelain-enameled exterior. Life- 





time written burner guarantee. 


8,000 to 30,000 B.t.u’s. 


Perfection Stove Company * 7424-A Platt Avenue * Cleveland, Ohio 


65 years of fine products 


A 
rere ction. 





TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 





(Continued from page 13) 


side. Attractively finished in pastel 
green with red, white and black 
lettering, display can be viewed and 
filled from either side; occupies 





only 2% sq. ft. of floor space. 
Valued at $20.00, display is free 
with purchase of an assortment of 
waxes, sealers and _ applicators. 
Clarke Sanding Machine Co. 


For more data circle No. 59 on postcard, p. % 


Screw Driver Display 
Golden 100 screw driver display 

contains 100 drivers and features 

Screw Driver Tester, which shows 





right driver for every screw type 
All-metal display allows customer 
to lift driver out of slot, where price 
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and number is marked. Display is 
valued at $10 and is free with deal 
that includes four each of 25 driv- 
ers, 24 of total being Phillips screw 
drivers. All drivers have Cadmium 
blades, unbreakable handles, blister- 
proof domes and retail from 15¢ to 
1b¢. Fuller Tool Co. 


For more data circle No. 60 on postcard, p. 93 


Water Systems Booklet 


Illustrated booklet, “Your New 
Water System,” gives helpful hints 
to prospective buyers of water sys- 
tems. Booklet covers such problems 
as how the system should be se- 
lected, how it should be made, 
proper methods of installation and 
the care it will need. F. E. Myers 
& Bro. Co. 


For more data circle No. 61 on postcard, p. 93 


Lock Display Boards 
Permanent lock display boards 

feature point-of-purchase merchan- 

dising. Operating wooden mounts, 





each holding three auxiliary locks, 
are designed for counter or side 
swinging use. Large yellow key 
lists features of each lock and con- 
tains pricing space for each. 
Wooden padlock board, attractively 
decorated in yellow, red and black, 
displays six locks and their prices 
on one side, and on the reverse side 
lists the functional uses of each to 
aid customers and sales clerks. It 
can also be used for counter or side 
swinging. Yale & Towne Mfg. Co. 


For more data circle No. 62 on postcard, p. 93 


Window Fan Catalog 


All new Murray models and lines 
of attic and window ventilating fans 
are covered in this two-color cata- 
log. With photographic illustration, 


(Continued on page 114) 
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Want a line of oil space heaters that breaks down all sales resistance? 
Take a good look at the Perfection 1953 line of 5 vented models, and 
see why consumers everywhere are switching to Perfection. To begin 
with, Perfection’s really eye-appealing styling adds beauty to comfort. 
Then, inside, you find such exclusive talking points as the famous 
“Midget Pilot” which burns up to 40 hours on one gallon of fuel. Instant 
burner lighting . . . new heat-directing doors . . . automatic cleanout, 
plus new low selling prices and a 10 YEAR WRITTEN BURNER Guar- 
ANTEE, unmatched in the business. 


For customers who want clean, quick 
and economical heat anywhere, at 
any time, the Perfection line of 
portable oil heaters is still the world’s 
finest “truly portable” heater. Com- 
pletely self-contained, easy to carry. 
More than 12 million now in use 
around the world. All models priced 
for “on-the-spot” sales. 





Perfection Stove Company * 7424-A Platt Avenue * Cleveland, Ohio 


2 A 65 years of fine products 


fection 





















propellents. 


“Freon” is Du Pont’s registered trade- 
mark for its fluorinated hydrocarbon 





















E. I. du Pont de Nemours & Company (Inc.) 





Increased Aerosol Sales 500% 





Many New Aerosol Products on the Market 


Scarcely a week goes by without one or 
more new aerosol pressure-packed prod- 
ucts appearing on the market. There 
are now at least 40 aerosol product types 
available, and many of them are pic- 
tured above. 


Recent newcomers include an anti- 
static solution for phonograph records. 
It resists dust particles that create 
needle scratch. Another anti-static is 
recommended for use on furniture and 
in automobiles. For the sportsman, 
there’s a lacquer that renews the ap- 
pearance of golf balls. A rust-preventive 
aerosol keeps fishing rods and reels 
bright and shiny. It also protects steel 
golf-club shafts, chromium plate on cars, 
doorknobs and knockers. Still another 
protects the bilge of a boat against ma- 
rine growth. 

There’s an aerosol spray that makes 
coats, gloves, luggage and awnings repel 
water, and an aerosol spray for tinting 
automobile windshields to reduce glare. 
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Be on the lookout for new aerosol 
products as they are introduced. Most 
of them have instant sales appeal and 
quickly become excellent profit builders. 
Steadily growing sales and repeat pur- 
chases in all markets prove the popu- 
larity of aerosols. It pays to feature 
these fast-moving items prominently 
in your store. 

















““.. and that’s how the nasty old aerosol in- 
secticide killed your twenty thousand uncles!“ 





Why Most Aerosol 
Makers Choose 
“Freon” Propellents 


The propellent used in an aerosol prod- 
uct must measure up to exacting speci- 
fications. First of all, it must be safe and 
of uniform quality. The aerosol propel- 
lent must function properly by dispens- 
ing active ingredients in the form ofa 
space spray, residual spray or foam... 
depending upon the nature of the prod- 
uct such as a room deodorant, moth- 
proofer or shaving cream. 

The propellent must resist corrosion, 
must be available in a wide range of 
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or more of the various ‘‘Freon’”’ propel- 
lent solutions now available. 


A dramatic demonstration of the non- 
flammable characteristics of ‘‘Freon” 
propellents is illustrated above. Vapors 
from boiling ‘‘Freon’’ in the beaker have 
snuffed out a lighted candle. Note that 
the vapor carries smoke downward. This 
is because the vapor is heavier than aif 
and flows like water. Packed under pres 
sure, the ‘‘Freon”’ propellent dispenses 
the ingredients of an aerosol container 
when the valve is opened . . . allowing 
the propellent to escape. 
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‘Kinetic’? Chemicals Division, Wilmington 98, Delaware 
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Neighborhood Hardware 
Store Uses Device 
to Create 





oso! pe 1 “Aerosol Department’ 
cting speci- 
_ be safe and : 
osol propel- | As new aerosol products are steadily ap- 
by dispens- § pearing on the market, Tony Hammes, 
e form ofa @ Manager of the Terminal Hardware 
or foam... g Store, 411 Linden Avenue, Wilmette, 
of the prod- § Illinois, recognized that many cus- 
-ant, moth- J tomers, although familiar with war- 
born “Bug Bombs,” might not know 
t corrosion, that other products are available in 
le range of pressure-packed, aerosol containers. For 
vent for the that reason he welcomed the hard-selling 
sleek counter display unit currently supplied 
by Chase Products Company, Chicago, 
carbon pre makers of Spraypak paints and various 
pmente, sad other aerosols. 
301 product ; 
ly use one Mr. Hammes promptly set the dis- 


play up as the centerpiece of an ‘‘Aero- 
sol Department” (at right) located in 
front of the Paint Section of the store. 
Tests soon proved that the display alone 
‘boosted sales as much as 500 per cent! 
Hin addition, by displaying all aerosols 
Ptogether in a separate department, the 
/Yerminal Store ran their sales of these 
products even higher. 

| As Mr. Hammes put it: “Eight out 
fof every ten people today never before 
Tealized that paint, for example, now 
comes packed in aerosol cans... ready 
to spray on without fuss or muss. Cus- 
tomers quickly become acquainted with 
new aerosols as they appear in our 










yn’’ propel- 


of the non- 


‘Aerosol Department,’ and many are 
f “Freon” § anxious to buy and try them.” 
ve. Vapors 


It’s easy enough to build a sales- 
stimulating ‘Aerosol Department” in 
your own store, and it can be a good 
Money maker. Experience has shown 
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under pres @ the grouping of aerosol products to- 
t dispenses gether is one of the most effective ways 
] container 


of selling more of these profitable items. 
Why not try it by installing an ‘Aerosol 
Department” now and see for yourself? 
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With Counter Display Rack 





Mr. Hammes explains that Spraypak Enamels are wonderful for touching up radiators, toys, bikes, wicker 
furniture and for repainting door and window screens. “And why not... ?” he asks. “Instead of spending 
hours mixing paint, cleaning brushes and washing hands . . . these aerosols do the job in a jiffy.” “Aerosol 
Department” in photo above is built around display rack measuring only 18 inches square, It holds 36 
cans, color-swatch cards, and has space in back for additional stock. Note other aerosol products at left 
and right. Display commands attention . . . acts as profit-making silenf salesman. 








“Fly Trap’ Proves Effectiveness of Aerosol Insecticides 


A fly-killing unit, 
consisting of a glass 
chamber (at right) 
mounted on four 
legs, with a wire 
mesh cylinder at- 
tached and contain- 
ing 200 to 300 flies, 
has been used on 
television and in 
many exhibits to 
demonstrate the ef- 
fectiveness of aero- 
sol insecticides. 








In conducting the demonstration, 
about 50 flies are admitted througha trap 
door leading into the lethal chamber. 
The aerosol insecticide is then sprayed 


into the glass chamber for one or two 
seconds. Within seconds more, the aero- 
sol mistlike spray begins to knock the 
flies out . . . and within a few minutes 
all the flies are completely dead. 

Flies are obnoxious pests. The com- 
mon housefly alone is believed to carry 
at least 30 diseases . . . perhaps more. 
They contaminate everything they 
touch, cause loss of health and may 
even lead to diseases that might possi- 
bly cause loss of life. 

The approaching vacation season is 
an excellent time to boost your aerosol 
insecticide sales. You need only set up 
attractive, attention-getting displays of 
these popular products to reap a rich 
reward in bigger profits. 
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Stainless 
DOOR-EASE®° 


STICK LUBRICANT 


Nationally advertised 15c sell- 
er, comes 12 in display box. 
Hundreds of uses in home and 
shop. Also large 39c seller in 
metal container, packed 6 in 


display box. 
A 
&S 


PRODUCTS 


ust LOCK-EASE Graphited Lock Fluid 
in 4-oz. ‘Drop or Stream” can, 39c; 
AMERICAN SrineEOe nS oz. oiler, 29c. 





American Grease Stick Co. 
Muskegon, Michigan 


































@Bright, 
Printing 

@Clear, Selected 
Wood 


2-Color 


@Easy, Depend- 
able Action 

@Automatic or 
Slot Set. 








McGILL METAL PRODUCTS CO. 
MARENGO- ILLINOIS 











TO HELP YOU SELL 








® For more information on these products and services 
use free post card on page 93. 


each fan is presented on separate 
catalog sheet. Special section of 
fully illustrated, step-by-step in- 
stallation instructions for each type 
fan, attic and window, is included. 
Introductory section covers Sales 
Promotion Helps and How to Sell 
Home Ventilation. Murray Co. of 
Texas, Inc. 


For more data circle No. 63 on postcard, p. 93 


Bedcovering Display 
Wrought-iron floor rack holds 

six electric blankets in drawer-type 

storage boxes and electric sheets 



















with Comfortrols. Blankets and 
sheets come in six colors. Masonite 
headboard has two pockets contain- 
ing consumer literature. Other 
sales aids included are a space-sav- 
ing counter display, a visual self- 
selling manual, a combination fact 
finder and swatch card and a cut 
and mat folder. Rack has loop on 
each side for attaching leaflets. 
Complete display takes up 4 sq. ft. 
of floor space. Tropic-Aire, Inc. 


For more data circle No. 64 on postcard, p. 93 


Tool Holder Packaging 


Printed in red and pastel gray, 
new gift box for Magnagrip Deluxe 
magnetic knife and tool holder is 
available without extra cost. 


Box 





has red tray which sets off white 
enamel of holder; can be used for 
counter or window display. With 
orders of six or more dealer gets 
free countercard tying in with na- 
tional advertising campaign in lead- 
ing women’s magazines. Phelon 
Magnagrip Co. 


For more data circle No. 65 on postcard, p. % 


Motor Merchandising Kits 


Merchandising plan to increase 
over-the-counter sales of Handy- 
Craft motors includes merchandis- 
ing kit, TV spot commercials and 
free ad mats. Kits contain full 
color, three - dimensional counter 
display; motor and pulley selector 
charts; booklets describing features 



















of motors; and banners and decals 
for window advertising. Westing- 
house Electric Corp. 

For more data circle No. 66 on postcard, p- % 
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Milcor Catalog 

Full-color, eight-page Milcor Cat- 
alog No. 53 includes product speci- 
fications, shipping and packaging 
data, and complete descriptive in- 
formation on all consumer prod- 
ucts in the line: pick-up cart, tool 
rack, barbecue grills, rural mail 
boxes, stove pipe and accessories, 
Airtite heaters, and bake ovens. All 
products are fully illustrated and 
identified. Inland Steel Products 
Co. 


For more data circle No. 67 on postcard, p. 93 


Lock Demonstrator 


This demonstrator sample mount, 
in the shape of an “R,” displays 
the Stilemanor entrance door lock- 
set. Compact and convenient for 
counter use, mount is available in 
natural finish, deep red and forest 








green. Included is a permanent 
marker identifying the lockset and 
‘Gilemane 


S x tee Hee 





BEAUTY 








Russell & 


features. 
Erwin Div., American Hardware 
Corp. 


For more data circle No. 68 on postcard, p. 93 


listing its 


Firearms Registry 


New edition of the Firearms 
Registry is available free for deal- 
ers’ use in keeping records of fire- 
arms sales. There is room to enter 
180 individual sales. Booklet also 
contains illustrations and descrip- 
tions of various rifle and gun 
models. Marlin Firearms Co. 


For more data circle No. 69 on postcard, p. 93 


Electric Saw Display 


Three-dimensional, four-color ac- 
tion display features the Contrac- 
tor’s Special portable electric saw. 
Measuring 18 x 2214 in., sign sup- 
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75-PIECE CHEST OF BEAUTIFUL STAINLESS...RETAIL °59°° 


Shop the Stainless Market and you'll not find any more beautiful Stainless than that 
made by Imperial. Triple graded, highly polished, fully bowled—the lovely patterns in both 
traditional and modern challenge sterling in beauty and finish. Now also packed in 50 and 
75 piece chests, it is a “big ticket” item that will flatter your counter... boost your sales 
figures. Other packings in display boxes and attractive vinyl cases make sales easy. It will 
pay you to feature this fine tableware...ask your distributor or write direct... today. 


No. TK-2 
Retail $9.00 








DELUXE STEAK SET WITH STRATA-WOOD HANDLES 


A fast-selling set it is, too. High carbon, Stainless blades, Frigid Tempered to make them 
super-hard . . . hand honed to a really keen edge. Beautifully finished Strata-wood Handles 
hold permanently to the blades with dual cone-head rivets. The hardwood block with its 
natural grain skillfully brought out by oil hand rubbing, makes a handsome holder. A 
cleverly designed package that resembles a finely bound book makes the set a striking 
gift. This is but one of the sets in the DeLuxe Imperial line that can make sales dollars for 
you: Ask your distributor about them, now. (8 piece set No. TK-3 retails for $12.00.) 


a 
mper LAL xwire associateD COMPANIES, INC. 


Cow 


ONE OF THE LARGEST PRODUCERS OF CUTLERY IN-THE WORLD 


PROVIDENCE, &. 1 


General Sales Office: 1776 Broadway, New York 19, N. Y. 















TO HELP YOU SELL 





ports an actual sample of the 121% 
lb. saw. Arm of builder pictured in 
sign swings back and forth to give 
illusion of cross-cutting a plank. 


Action is operated by a solenoid 
circuit-breaker on back of sign, 
powered with a single flashlight 
battery. Display is free with order 
of three Model 115 saws. Porter- 
Cable Machine Co. 


For more data circle No. 70 on postcard, p. 93 


Bicycle Catalog 

Full color catalog features the 
1953 line of Columbia balloon tire 
bicycles. Containing 20 pages, 
catalog illustrates and describes 
each model and lists complete speci- 
fications. Outstanding features of 
construction and style are shown in 
detail. Some of the models in- 
cluded are the Jet-Rider, the 


~, Sine 1877 - America’s FIRST Bicycle 


Thunderbolt, the Trail Blazer, boy’s 
and girl’s Juvenile and Adjust-o- 
matic Trainer. Westfield Mfg. Co. 


For more data circle No. 71 on postcard, p. 93 
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Tape Roll Design 

No. 25 tape roll now comes in 
new, attractive design. Roll is 
wound on small core, 13% in. O.D., 
and is plugged at each side with 
blue and yellow metal flange. It 
comes packed 12 to a colorful 
counter display box which has been 
redesigned to save approximately 
13 sq. in. of counter space. Roll 
34,x300 in. retails for 29¢. Behr- 
Manning Corp. 


For more data circle No. 72 on postcard, p. 93 


Shelf Support Display 
Point-of-sale counter-display car- 

ton is now included free with every 

order of 24 sets of Leigh adjustable 


shelf supports. Printed in two 
colors, carton holds 12 sets of indi- 
vidually packaged shelf supports, 
each set consisting of four sup- 
ports, eight angle brackets and 
screws. Display illustrates various 
uses for the supports and provides 
a convenient space for price-mark- 
ing. Leigh Building Products Div., 
Air Control Products, Ince. 


For more data circle No. 73 on postcard, p. 93 


Casters, Wheels Brochure 


New illustrated brochure de- 
scribes complete line of casters and 
wheels, including the Lockweld 
caster without a king-pin, single 
and double ball race swivel casters, 
heavy-duty steel casters in double 
race swivel and matching rigid 
type. Circular also contains infor- 


mation on vulcanized rubber-tireg 
roller bearing wheels, solid rubber 
wheels and semi-steel wheels. Fair. 
banks Co. 


For more data circle No. 74 on postcard, p, 93 


Mobile Display 

This five piece mobile display, 
M-850, is suspended from a string 
so that the parts counter-balance 


each other and are set in motion 
with the slightest breeze. Made of 
heavy cardboard in six colors, dis- 
play advertises water systems, 
pumps and sprayers. It may be 
purchased separately or as part of 
a Fair promotion kit being devel- 
oped for dealers. F. FE. Myers & 
Bro. Co. 


For more data circle No. 75 on postcard, p. 93v 


Spinning Reel Display 

For counter and window display, 
this die-cut easel merchandiser 
shows an actual Ny-O-Lite nylon 
spinning reel. Colorful point-of-sale 
display emphasizes outstanding fea- 
tures of the reel, such as its resis- 
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tance to rust and corrosion, sure 
grip foot, bale type pickup and long 
line attachment. Waltco Products. 
For more data circle No. 76 on postcard, p. % 
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Record Retail Sales in 1953 
Seen by Toy Guidance Council 


Retail toy sales for 1953 
will break all previous rec- 
ords, said Melvin Freud, 
president of Toy Guidance 
Council, Inc., 1124 Broadway, 
New York City, at that or- 
ganization’s seventh annual 
preview of new toys. 

Exhibited were 600 items 
made by 300 American manu- 
facturers, each item having 
been selected by the Council’s 
educational staff with consid- 
eration for its safety, dura- 
bility and ability to contrib- 


ute to child development 
and growth. 
The 1952 record figures 


will probably be passed by 
at least 10 pct, putting the 
1953 retail figure close to 
$900 million—or about $20 
annually spent on toys for 
every child in the United 
States under 14 years of age, 
said Mr. Freud. Toy sales 
in 1954 are expected to ex- 
ceed $1 billion at the retail 
level—or a five-fold increase 
over 1938 sales. 

This continued growth, says 
Mr. Freud, is the result of: 
increased 52-week toy buying 
because of parents’ realiza- 
tion that the right play-tools 
are a daily need; the large 
number of children under 14 
years old (46 million in 
1953): a large increase in 
sales of summer inflatable 
toys, and a rise in hobby kit 
and game purchases. 

In analyzing wholesale or- 
ders for the first half of 1953 
Mr. Freud reported that they 
were placed comparatively 
early this year. Many major 
manufacturers reported sales 
increases of 50 to 75 pct be- 
cause of early buying. Prices 
generally are equal to those 
of last year, with a few slight 
decreases on highly competi- 
tive items. ~- 

Although no serious short- 
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age of materials is evident 
at present, he said, a number 
of major line producers have 
already sold their stocks for 
the year or will have done so 
within 30 days. Although 
there has been a serious labor 
shortage in several areas, he 
did not expect that this would 
remain a critical problem for 
very long. 

Seale model construction 
and farming equipment, new 
games, play sidearms, armed 
forces equipment, painting 
sets, new types of stuffed toys. 
streamlined trains, toy air- 
planes, and infant toys were 
among the items exhibited. 
A variety of games, toys and 
other playthings were shown 
as a tie-in with TV and radio 
characters. Miniature auto- 
mobiles, some with power and 
a wide range of musical toys 
and children’s records were 
also shown. 

There was also a good va- 


Vernon, N. Y., locksmith sup- 
ply distributor. 

Mr. Seim is covering the 
Albany - Syracuse territory. 
He was recently associated 
with Albright Hardware, Inc., 
Albany, N. Y. 





LEON HOROWITZ 


Mr. Horowitz, whose terri- 
tory is central New Jersey, 
was formerly with the Tri- 
Supply Co., Bayonne, N. J. 


Honored for Service 





WILLIAM CLAIR 


Who was recently tendered a 
surprise testimonial dinner in 
tribute to his 40 years of 
loyal service to Masback, Inc, 
hardware wholesalers at 330 
Hudson St., New York 13, 
N. Y. Sixty of his associates 
gathered on June 26th at the 
Gramercy Park Hotel to 
honor Mr. Clair who is a New 
Jersey salesman for the or 
ganization. 





Hardware Briefs: 





riety of new types of dolls Wolff, Kubly & Hirsig Opens Madison, Wis., 
Store; Peddy and Bowers Buy Texas Store 


and doll accessories. 





/ 


Seim, Horowitz Added To 
Whitlock Sales Staff 


Walter K. Seim, Jr., and 
Leon Horowitz have been 


added to the sales staff of 
the Whitlock Corp., Mount 


Bi 





WALTER K. SEIM, JR. 





Madison, Wis—The new 
$1 million Wolff, Kubly & 
Hirsig hardware store recent- 
ly held its formal opening. 

The four-story air-condi- 
tioned building features gar- 
den supplies and power equip- 
ment in the basement; lug- 
gage, cutlery, gifts and small 
electrical appliances on the 
first floor; the second floor 
is devoted to toys, sporting 
goods and unfinished furni- 
ture; the third floor carries 
housewares, major appliances, 
dinnerware, a gadget bar and 
kitchen furniture. Business 
and executive offices are lo- 
cated on the fourth floor 
along with the advertising 
and display departments and 
employee cafeteria. (See de- 
tailed article beginning on 
page 43 of this issue.) 
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New York, New York— 
Irving D. Datz has been ap- 
pointed assistant to Harry 
W. Broido, president of Ham- 
macher Schlemmer, 145 E. 
57th St., New York. The 
duties of this newly created 
post cover research and oper- 
ation in all departments. Mr. 
Datz was formerly controller 
and assistant treasurer of 
Franklin Simon & Co., New 
York specialty store. 





Tenaha, Tex.—The Harris 
Hardware Co. has been sold 
to J. B. Peddy and George 
Bowers. The firm is now 
known as the Tenaha Hard- 
«ware Co. 





Albuquerque, N. M. — The 
L. S. Sell Hardware & Lum- 
(Continued on page 123) 
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Returns to Hibbards 
As Sales Executive 


F. H. Steinmann has been 
appointed assistant general 
sales manager by 
Spencer, 
Evanston, III. 


Hibbard, 
Bartlett & Co., 
The appoint- 





F. H. STEINMANN 


Dealer Buying Shows Gain Over 1952 


ment marks the return of Mr. 
Steinmann to the Hibbard 
company following a_ six 
years’ absence as sales man- 
ager of the United Hardware 
Co. He was at one time a 
divisional sales manager for 
Hibbard. 





Hall & Co. Increases 
Capital to $1 Million 


Stockholders of Hall & Co., 
Inc., Spartanburg, S. C., 
wholesaler, held a_ special 
meeting and approved the 
previous action of their di- 
rectors to increase the firm’s 
authorized capital from 
$300,000 to $1,000,000 and to 
change par value of its stock 
from $100 to $10 per share. 

Hall & Co., Inec., was or- 
ganized Jan. 28, 1945, by 
F. N. Hall. The firm travels 
12 salesmen. 


At Geo. Worthington Ti oy and Gift Show 


With attendance at The 
Geo. Worthington Co. 1953 
Toy and Gift Show shatter- 
ing all previous records, W. 
D. Campbell, sales manager, 
reported that buying at the 


show was substantially high- 
er than last year. 

There were 1,000 dealers 
present at the show which 
was held in Cleveland, Ohio, 


(Continued on page 120) 





W. D. Campbell, (left) The Geo. Worthington Co. sales 


manager, and 


Miles Whaley of Whaley Hardware Co., 


Painesville, Ohio, discussing wheel goods at the Worthing- 


ton Toy and Gift Show. 
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Stangel Hardware Announces 
‘Plus Profit Plan’ for Dealers 


A plan that grants dealers 
extra compensation for per- 
forming services normally 
performed in part by whole- 
salers’ salesmen, has been 
announced by J. J. Stangel 
Hardware Co., wholesalers of 
Manitowoc, Wis. 

Under this new arrange- 
ment, called the “Plus Profit 
Plan,” participating dealers 
are furnished pre-printed 
order forms, covering basic 
stock items in each of nine 
departments. A tenth depart- 
ment was created for all Fair 
Trade merchandise. 

The pre-printed order 
forms are provided in a port- 
folio and give stock numbers, 
prices, etc. The dealer fills 
out, in duplicate, stock order 
sheets for each department 
and sends the original and 
carbon copy to the Manitowoc 
firm where orders are filled 
and the totals entered on the 
carbon copy. 

It then is returned to the 
dealer, with the merchandise, 
as an invoice. Replacement 
pre-printed order forms are 
also returned with each mer- 
chandise shipment. 

The firm’s regular whole- 
sale hardware salesmen are 
being trained to act as “ser- 
vice men” to work with deal- 
ers participating in the new 
instituted plan. 

In commenting on the new 
program, which went into 
effect in mid-June, Arthur G. 
Stangel, president of the firm, 
said: “We have supplied our 
dealers with a simple method 
of completely checking their 
stocks in each department 
every time they fill out an 
order. The dependency on 
the Want Book and the stock 
shortages that sometimes are 
occasioned when buying in 
that manner are eliminated 
in the ‘Plus Profit Plan.’ 


“We believe, too, that we 
have provided our participat- 
ing dealers with the means to 
spread buying responsibility 
and stock control among 
their key employees,” Mr. 
Stangel commented. 

The pre-printed order 
forms, covering the nine de- 
partments, Stangel officials 


(Continued on page 123) 





Hollein Gets Post With 
Hardware Wholesalers 


Leo B. Hollein has joined 
Hardware Wholesalers, Inc., 
Fort Wayne, Ind., dealer- 





LEO B. HOLLEIN 


owned wholesaler, as assis- 
tant to the general manager. 
Mr. Hollein started his 
career in the hardware in- 
dustry with the American 
Hardware Supply Co., Pitts- 
burgh, Pa., in 1938. With 
that firm he advanced from 
price clerk to the phone order 
desk, Accounts Payable Dept., 
and Order Priorities. 
Returning to American 
Hardware after serving in 
the army during World War 
II, Mr. Hollein became buyer 
of paints and builders’ hard- 
ware. In 1951 he became 
assistant vice-president, pur- 


4. chases. 
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C. A. Livesey, Jacobsen Sales Manager 
Given Service and Advertising Posts 


Charles A. Livesey, sales 
manager for the Jacobsen 
Mfg. Co., Racine, Wis., will 
head the company’s sales, ad- 
vertising and service activi- 
ties, it has been announced 
by Einar A. Jacobsen, vice- 
president and general man- 
ager. 

Two new additions to the 
sales staff have also been an- 
nounced. O. R. Lawson re- 
turns to sales work as assis- 
tant sales manager. He had 
been engaged in defense pro- 
duction contract work for the 
past two years. F. C. Ran- 


ney, formerly territorial rep- 
resentative in Ohio, also joins 
the Racine organization as 
assistant sales manager of 
the firm. 

Mr. Jacobsen, in announc- 
ing the appointments, ex- 
pressed confidence in the 
continuing expansion of the 
power mower market. “With 
one of our most successful 
selling seasons in more than 
30 years’ history now draw- 
ing to a close, we are for- 
mulating plans for further 
business development in 
1954,” he said. 





Dealer Buying Shows 
Gain Over 1952 
(Continued from page 119) 


home office of the Worthing- 
ton Co., from June 22 to July 
25. 

Between 3,000 and 4,000 
Christmas gift items were on 
display, including toys, house- 
wares, hardware, and sport- 
ing goods. Many items were 
new products this year with 
a few old favorites making 
their re-appearance after ab- 
sences extending back to pre- 
war days. 

New toys included atomic 
energy chemistry sets, me- 
chanical trains that smoke, 
remote control automobiles, 
and a tractor which shovels 
sand by remote control. 

A hit of the show was a 
cake mix set containing two 
boxes of cake mix, several 
flavors of frosting, an egg 
beater, and muffin and cake 
tins. Along with this, the 
Worthington company dis- 
played a small electric stove 
which actually bakes cakes. 

The latest items in house- 
wares, cutlery, power tools, 
and sporting goods also at- 
tracted lively interest. 


Supplee-Biddle-Steltz 
Completing Warehouse 


Supplee-Biddle-Steltz Co., 
Philadelphia. Pa., wholesaler, 
announced recently the near 
completion of a new ware- 
house addition. 

This new building of brick, 
steel and concrete, will con- 
sist of approximately 30,000 
sq. ft. of space, to be used 
exclusively for toys, in addi- 
tion to the 50,000 sq. ft. of 
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space already used for this 
purpose by the Philadelphia 
distributor. 

This building marks the 
third major expansion since 
Supplee - Biddle - Steltz Co. 


News of the Trade ——_— 





moved to its present location 
five years ago, and represents 
the completion of $750,000 of 
real estate expansion, with 
space now exceeding 400,000 
sq. ft. 


Chicago Pneumatic Tool 
Buys Jacobs Mfg. Co. 


The Chicago Pneumatic 
Tool Co., Chicago, Ill., has 
acquired the assets of the 
Jacobs Mfg. Co., West Hart- 
ford, Conn. 

Manufacturing and sales 
operations will not be affect- 
ed by the sale and will be car- 
ried on without change by a 
new wholly owned subsidiary 
of the Chicago Pneumatic 
Tool Co. called the Jacobs 
Mfg. Co., a New Jersey cor- 
poration. 

Present personnel and com- 
pany policies will not be al- 
tered. 


New Executives for Belknap Hardware 


Pictured here are four new 
executives of the Belknap 
Hardware & Mfg. Co., Louis- 
ville, Ky. Messrs. Caskey and 
Davis were elected vice-presi- 
dents of the wholesale hard- 
ware firm while Dara E. 
Cross, Jr., was elected assist- 


WILLIAM R. CASKEY 


MARK B. DAVIS 


ant treasurer, and Lee E. Den- 
tinger became a member of 
the company’s board of direc- 
tors, as was announced on 
page 100 of the July 9 issue 
of HARDWARE AGE. All 
other Belknap officers and di- 
rectors were reelected. 


LEE E. DENTINGER 
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Melnor Names Warsha 


General Sales Manager 


Sam Warshauer has beg) 
appointed general sales mame 
ager of Melnor Metal Prod 


SAM WARSHAUER 
ucts Co., Inc., Long Island) 
City, N. Y. 

Mr. Warshauer was for 
merly sales manager of the § 
Brite Mfg. Co. In his new? 
position he will soon be mak: 
ing his bi-annual visit &@ 
Melnor franchise distributors) 
in 25 cities throughout the 
country. The new sales mat 
ager will advise the distrib 
tors of new 1954 promotional § 
plans and go over the mem® 
chandising picture for they 


new year. 
4 
et ee a 


Metaloid Co. Names 
DeVarco Sales Head 


Joseph DeVarco has beet” 
appointed sales manager of ~ 
the Metaloid Co., Cleveland, ~ 
Ohio, it was announced by © 
B. B. Bronstein, president ~ 
of the firm. 

Mr. DeVarco’s experience 
in the housewares field in) 
cludes sales, administration 5 
and advertising posts. Inq 
his new position, he will? 
make his headquarters at the 
firm’s main office in Cleves” 
land. a 


1954 Toy Show Held 
By J. A. Williams Co. 


Hundreds of tri-state area” 
dealers attended the 1954 
Toy Show of the J. A. Wik 
liams Co., Pittsburgh, Pay 
wholesaler. The show was 
held in the company’s new, ™ 
air-conditioned display rooms ~ 

Retailers viewed selections = 
from many nationally known © 
toy manufacturers in a com> 
plete representative whole” 
sale display of toys. 


i 
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—News of the Trade— 


W. C. Lorenz Named President of Lorenz Co.; 
Roy W. Benedict Appointed Vice-President 





W. C. Lorenz, left, who has been appointed president of 

the Lorenz Co., Klamath Falls, Ore., wholesaler, is shown 

with Roy W. Benedict, newly-named vice-president of 
the company. 


W. C. Lorenz has been ap- 
pointed president of the Lo- 
renz Co., Klamath Falls, Ore., 
wholesaler, succeeding G. C. 
Lorenz, founder of the com- 
pany, who has recently re- 
signed as head of the firm, 
a position he had held since 
the firm’s incorporation. 

At the same time it was 
also announced that Koy W. 
Benedict has been named 





vice-president of the com- 
pany. He retains his position 
as general sales manager of 
the firm. 

W. C. Lorenz, who has 
spent all of his working 
career with the Lorenz Co., 
has worked in every depart- 
ment of the business. For 
the past four years he has 
served as assistant general 
manager. 





Mr. Benedict, who came to 
the Lorenz Co. two years 
ago, has spent his entire 
business career in the whole- 
sale hardware field. 

It was also announced by 
the firm that George P. Davis 
has resigned as general man- 
ager of the company. Mr. 
Davis is following a long 
time plan to enter the busi- 
ness consultation field. 





Robeson Cutlery Forms 
Continental Division 


The Robeson Cutlery Co., 
Inc., Perry, N. Y., has formed 
a Continental Div. which will 
market imported cutlery 
products to retailers, it was 
announced by Emerson E. 
Case, president of the firm. 

Mr. Case stated that he 
felt the new division would 
make available cutlery of a 
type not normally manufac- 
tured in this country. The 
first group of items was 
shown to the trade at the 
National Housewares Show 
in Atlantic City, N. J., last 
month. The new line was 
made to Robeson specifica- 
tions in Silingen, Germany. 

Mr. Case also stated that 
all of the Robeson Conti- 
nental cutlery would be sold 
under the standard Robeson 
quality guarantee. 





A summer Major Appliance Fair held by the John Pritzlaff 


Hardware Co., Milwaukee wholesaler, was attended 


by repre- 


sentatives of about 475 stores. The show, held in the Sky 
Room of the Plankinton Hotel, also marked the addition of 
several major appliance lines to the Pritzlaff catalog. 

The show had a strong family atmosphere, as these photos 
indicate, with many dealers bringing their families to the 
exhibit. The first 500 stores registering for the show received 
tickets to a Milwaukee Braves-Brooklyn Dodgers game. 


122 


Elect Lamond Presiden} 
Of Pittsburgh Pipe 


J. M. Lamond has beep 
elected president of the 
Pittsburgh Pipe & Coupling 
Co., Allison Park, Pa., gue 
ceeding Peter Mcllroy, who 
has been elected chairman 
of the board. 

Mr. Lamond, former vice. 
president and general map. 
ager, is one of the founders 
of the firm which was or. 
ganized in 1918. 


Name Barnstable, Boone 
At American Air Filter 


Dale Barnstable has been 
named to the sales staff in 
the Amer-glas products de 
partment of the American 
Air Filter Co., Inc., Louis. 
ville, Ky. Frank W. Boone 
was assigned the responsi- 
bility of handling special 
sales problems of original 
manufacturers and distribv- 
tors who use and sell Amer- 
glas filters. 

Mr. Barnstable has been 
assigned the southern and 
eastern states, and will main- 
tain headquarters in_ the 
firm’s main office in Louis- 
ville. 


Mr. Boone will cover: the 


entire United States in his 
new post. 





[ eee 


Shown in the photo at the left are (left to right) Herb 


Lendved, Pritzlaff merchandise manager, Mrs. Leo Broskow- 
ski and Leo Broskowski, who operate a store in South Mil- 
waukee, Jerry Clintworth of Gibson Refrigerator Co. and Paul 
Herrmann, Pritzlaff salesman. In the photo on the right are: 
(left to right, rear) Mrs. Henry Brockman, Earl] Thiel, 8 


Pritzlaff salesman, and Henry Brockman. 
are the younger members of the Brockman family. 


In the front row 


The 


Brockmans operate Pritzlaff Hardware at Brillion, Wis. 
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(Continued from page 118) 


ber Co., 3306 Fourth St. NW, 
has been sold to O. C. Harris 
& Co. Mr. Sell, who has oper- 
ated the store for the past 
13 years, will retire from 
business. The Harris firm 
will move to the Sell store. 





Englewood, Colo. — Free 
gifts for all in attendance 
featured the three-day grand 
opening of the Jones Bros. 
Hardware Co. store. The firm 
is owned by Fred and Ivan 
Jones. 





Robinson, Ill. — Lawrence 
Gullett, Palestine, has pur- 
chased the Pearce Hardware 
Store on North Cross St. Mr. 
Gullett was formerly em- 
ployed at the store for 14 
years. 





Lewisville, Ind.—The Tyler 
Hardware store, operated by 
Joe Tyler, recently held a 
grand opening. Flowers were 
presented to the ladies and 
free prizes were awarded. 


Tripp, S. D—A “Quitting 
Business” auction has been 
held at the Miller & Hoff 
Hardware store. The firm’s 





stock, 40x80 ft. store and 
24x24 ft. warehouse were 
sold. 


Little Falls, N. Y.—Albert 
Scheible has joined the staff 
of the Herkimer Hardware 
Co. store in the capacity of 
appliance sales manager. Mr. 
Scheible was formerly mana- 
ger of the Kalamazoo Stove 
& Furnace Co., Gloversville. 





Dubuque, Iowa—The Rous- 
sell Hardware store, 2206 
Central Ave., has been sold 





Stangel Announces 
"Plus Profit Plan" 


(Continued from page 118) 


reported, are actually a basic 
stock list with sufficient depth 
for the average well-stocked 
hardware store in the Wis- 
consin territory. 

Same-day shipment of mer- 
chandise is assured with the 
fast handling in both ware- 
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by Leonard Roussell to Earl 
Bock. ‘Lhe store is now known 
as the Bock Hardware store 
and is being managed by Ed 
Lucas. 


Moberly, Mo.—dAn all-day 
sales event celebrated the 
opening of the Heddinghaus 
Hardware Co. store in its 
new location at 305 W. Reed 
St. The store is operated by 
Frank Heddinghaus and his 
son Ralph. 





Cordele, Ga.—The New 
Williams Hardware Co., on 
8th St. S., has been com- 
pletely modernized and re- 
decorated. ‘The store has air 
conditioning, a new ceiling 
and floor, and many new dis- 
play fixtures. The store is 
owned by W. S. Williams. 


Middleton, Idaho—Mr. and 
Mrs. John Lanning have 
opened the Middleton Hard- 
ware store. The store, 40x90 
ft., carries a full line of hard- 
ware and plumbing, radio, 
television and sporting equip- 
ment. . 


Edmond, Okla.— Fred 
Snyder has purchased the 
McMinimy Hardware Co., 


and will eombine it with the 
electrical company he owns. 





Aberdeen, Miss.— The 
Taylor Hardware & Building 
Supply Store, 607 W. Com- 
merce St., held a grand open- 
ing during which a paint 
demonstration was held and 
paint given away free. 





Marianna, Ark.—Joe B. 
Hobbs has become associated 
with his father, T. E. Hobbs, 
in the Hobbs Hardware Co. 


house and office of the Plus 
Profit Plan order forms, it 
was said. 

Economies in operation 
likewise are already being 
noticed, the firm reports. 
First reaction of retailers 
has been exceptionally fav- 
orable, according to Mr. 
Stangel, and in its first two 
months of operation, the plan 
is working out as planned. 
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by GRIFFIN 





For more than 50 years Griffin 
hinges have been known for their 
fine materials and workman- 
ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware... 

quality produced by 
aye ‘ Griffin. 


i 
BI Svery DOOR NEEDS THREE! 
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anufacturing Company 
ERIE » PENNSYLVANIA 


HE B. S$. ALDER COMPAN 
45 Warren Street 
New York 7, N.Y. 
HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS E. H. FARRAR 
4638 Nichols Parkway 917 St. Charles Avenue 
Kansas City, Missouri Atlanta, Georgia 
WILBUR H. DAVIS H. C. GLOVER 
1639 W. Fargo Avenue 2611 Garrison Blvd. 
Chicago 26, Illinois Baltimore 16, Moryland 
GEORGE A. GREGG ROY L. ROGERS 
17134-6 Wyoming Avenue 1620 Garfield Street 
Detroit 21, Michigan Denver 6, Colorado 
$ AUSTIN& EDDY INC. W.C. MEIBAUM & CO, 
= 115 Broad Street 6954 Oleatha Avenue 
== Boston, Massachuseits St. Louis 9, Missouri 





R. F. BEVERS 









6637 Golf Drive 
Dallas 5, Texas 
CHARLES L. LEWIS 
2450 - I7th Street 
San Francisco 10, Calif 


RIFFIN- 


4524 East 60th Streed 
Seattle, Washington 
L. G. FULLER, JR. 
644 Wellington Rood & 
Jackson 6, Mississippi_z 
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TWO FINE COMBINATION PADLOCKS—EACH UNDER $1 


Slaymaker's Minute Man is America's only laminated combination padlock; the Scout is brass- 


plated steel—a steady best-seller at just 59c. 


These Slaymaker combination padlocks are exactly 
what you need for volume sales at back-to-school 
time. They are the only nationally advertised combi- 
nation padlocks selling for less than a dollar. That 
means a lot to you—because good padlocks in this 
price range are your best way to meet the problem 
of competition by schools themselves. 


The striking display cartons for these padlocks are 
a big help, too. When you put them by your cash 
register, you'll pick up a lot of extra impulse sales. 


The padlocks themselves are right on the beam. 
Their sales appeal has been proved on hardware 
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Order now for the back-to-school sales peak. 


counters all over the country. Slaymaker has been 
selling and merchandising to young America since 
1888, and knows exactly what’s wanted. 


The Minute Man, for example, is the only combi- 
nation padlock in America with the popular laminated 
case. It’s shining with sales appeal. And the Scout 
has the sturdy appearance of security that only brass 
can give. It’s priced at only 59c—a real American value. 


Don’t fool yourself about one thing, though. Combi- 
nation padlocks fascinate people long after they're 
out of school. You’ll make plenty of sales to youngsters 
30 to 80 years old! 


HARDWARE AGE, AUGUST 6, 1953 


These display 
célor combin: 


black. 


up only 3” x 
the Scout onl 


THE MINUTE 
about 2/3 a 
you make $ 
multiriveted, 
plates. 3-nu 

record tag. 6 
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The best way to build profits is to encourage impulse 
sales. The display cartons of the two Slaymaker com- 
bination padlocks — the Minute Man and the Scout 
— are built to capture attention, rouse interest, make 


You'll find Slaymaker padlocks in the spotlight at schools 
everywhere. They're so attractive—so strong and sturdy 


These display cartons are in a striking 
célor combination of red, yellow and 
black. They'll flag down anyone's 
eye. The Minute Man display takes 
up only 3” x 814” of counter space; 
the Scout only 6” x 6”. 





THE MINUTE MAN. No. 853. Shown 
about 2/3 actual size. Retail 98c, and 
you make $3.96 per dozen. Case of 
multiriveted, laminated, gleaming steel 
plates. 3-number mechanism. Permanent 
record tag. 6 to display carton. 
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THE SCOUT. No. 453. Shown about 2/3 
actual size. A volume-seller at just 59c 
retail — a real American value! Your 
profit $2.53 doz. Heavy, brass-plated 
steel case and shackle. 3-number mecha- 
nism. Record tag. 12 to display carton. 


sales for you. Best of all, the displays are small in size. 
They'll pay you handsome rent even on premium 
display space. They'll focus Slaymaker’s national adver- 
tising where it does you the most good. 


—that kids envy the schoolmates who have them. And 
an admiring kid means a sale coming up for you! 


NOTE: Scout padlock also available in long-shackle 
(5”) style (No. 453E). 65c ea. retail; your cost 
$5.20 doz. Both padlocks can be supplied stamped 
with serial numbers at slight extra cost. A record 
of each combination will also be supplied. 


Slaymaker 


LOCK COMPANY 


Since 1888 
Lancaster, Pa., U.S.A. 
World's Most Complete Line of Padlocks 


NATIONALLY ADVERTISED IN THE 
SATURDAY EVENING POST 
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Ott’s of Santa Barbara, Calif., is Winner 


Of NEMA Housewares Gift Display Contest 





Shown above is window display of Ott's, Santa Barbara, 
Calif., which won first prize in the Hardware and House- 


ware Stores classification of 


the recent Electric House- 


wares Gift Campaign display contest. 


Ott’s, 727 State St., Santa 
Barbara, Calif., has been 
named the winner in the 
Hardware or Housewares 
Stores classification of the 
annual Electric Housewares 
Gift Campaign display con- 
test sponsored by the Electric 
Housewares Section of the 
National Electrical Manufac- 
turers Association. 


Ott’s will receive an in- 
dustry first prize plaque for 
its ingenuity and enterprise 
of displays set up to further 
the campaign slogan: “First 
Gift Choice—Electric House- 
wares.” 

There were four other clas- 
sifications in the contest, in 
which stores were encour- 
aged to display in their win- 


dows a decalcomania which 
identified their stores as Gift 
Headquarters for Electric 
Housewares. 

Awards in all five classifi- 
cations will be made in the 
near future through the local 
electrical league or area com- 
mittee concerned in the given 
trading area. 


Shields & Bro. Sold To 
Four-Man Partnership 


Shields & Bro., Philadel- 
phia, Pa., wholesaler, has 
been sold to John R. Griffith, 
Harvey Condiff, Milton H. 
Webb and Louis A. Loesche. 

The assets and good will of 
the firm were sold by the Es- 
tate of Paul A. Griffith, Ed- 
ward J. Griffith and Charles 
F. Griffith. 

The new owners are con- 
tinuing the business as a 
partnership and will retain 
the name Shields & Bro. The 
firm maintains offices at 521 
Market St. and 518 Com- 
merce St., Philadelphia. 


Eastern Metal Names 
Pizer in Chicago 


Jerry Pizer has been ap- 
pointed resident Chicago 
sales representative for the 
Eastern Metal Products Co., 
Tuckahoe, N. Y. 


Grand, Avery Advanced 
By Olin Industries 


Gordon Grand, Jr., has been 
appointed assistant to the 
president of Olin Industries, 
Inc., East Alton, IIl., it was 
announced recently by John 
M. Olin, president of the 
Company. 

Mr. Grand will be located 
in the firm’s New York of. 
fices, 570 Lexington Ave. He 
has been chief counsel to the 
Republican members of the 
Ways and Means Committe 
since May, 1948, and has re. 
signed as clerk of that com- 
mittee. 


It was also announced by 
J. T. Boone, sales manager 
of the firm’s Arms & Ammv- 
nition Div., that Hartley D. 
Avery has been appointed 
district manager for the 
sales of Western-Winchester 
products in the Atlanta, Ga, 
territory which consists of 
five states. 

Mr. Avery has been with 
the company 25 years and 
for the past five years has 
represented the Western- 
Winchester lines in Florida 
and South Carolina. His new 
territory will encompass 
the states of Georgia, Flor- 
ida, North and South Caro- 
lina and the eastern part of 
Tennessee. 





Expansions and New Addresses 





Aladdin Industries, Inc. 


A $250,000 expansion of 
its Nashville, Tenn., plant 
has been started recently by 
Aladdin Industries, inc. The 
new building will be a one- 
story expansion of the pres- 
ent building and is scheduled 
for completion Jan. 1, 1954. 
The new addition wi!l house 
approximately 70,000 sq. ft. 
of floor space and will pro- 
vide for more warehouse and 
shipping facilities. 


Animal Trap Co. 


To improve its delivery in 
the western sector, the Ani- 
mal Trap Co. of America, 
Lititz, Pa., has opened a new 
warehouse at Berkeley, Calif., 
on July 20. Address of the 
new warehouse is 1425 San 
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Pablo Ave.; the manager is 
L. H. Clark. 


Bruning Bros., Inc. 


Plant facilities of Bruning 
Bros., Inc., Baltimore, Md., 
have recently been expanded. 
The firm’s new building in- 
cludes approximately 20,000 
sq. ft. of additional space. 
The expansion is expected to 
increase production level to 
5,000 gal. of paint per day. 





Columbus Plastic 


A major addition to its 
plant and facilities in Col- 
umbus, Ohio, has_ recently 
been completed by Columbus 
Plastic Products, Ine. The 
expansion, fourth in the last 
six years, is a modern three- 
story section which adds 





50,000 sq. ft. of floor space 
to bring the total plant area 
to more than 200,000 sq. ft. 





Eagle Electric Mfg. Co. 


The acquisition of a new 
Chicago office-warehouse has 
been announced by the Eagle 
Electric Mfg. Co., Inc., Long 
Island City, N. Y. Located 
at 642 W. Division St., the 
new facilities have adjacent 
parking space and two street 
level loading doors. The 
branch is represented by 
Philip Wienick and William 
Fisher. 


Ferum Co., Inc. 


The Ferum Co., Inc., New 
York, has moved to larger 
quarters at 815 E. 136th St. 





Red Jacket Mfg. Co. 


A sales office and ware- 
house have been opened by 
the Red Jacket Mfg. Co., 
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Davenport, Iowa, at 2809 
Jefferson Davis Highway 
Arlington, Va. The new facili- 
ties are designed to serve the 
eastern seaboard from South 
Carolina north to New York, 
including New England, New 
York and eastern Pennsyl- 
vania. 





Sanson & Rowland, Inc. 


Sanson & Rowland, Inc. 
has purchased a new, modern 
one-story building at 186 W 
Loudon St., Philadelphia. The 
new building has air-condi- 
tioned offices and _ parking 
facilities for employees and 
customers. It consists of 
42,000 sq. ft. 


Warp Bros. 


Ground was recently brok- 
en by Warp Bros., Chicago. 
Ill., for another 6,000 sq. ft. 
addition to one of its three 
factory sites. 
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2 MORE NEW 
AMERICAN 
ASSOR 


4 


No. 1 Stove Bolt Assortment in Glass Jars 
Packed 12 jars to a carton 
100 Pes., 10 Pcs. each of 10 Sizes 


Flat Heads Round Heads 

3 
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HERE’S MORE AMERICAN MER- 
CHANDISING .. . modern packag- 


STOVE BO BOLT 


TMENTS 
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No. 1A Stove Bolt Assortment in Packages 
Usually packed 100 packages per shipment 
100 Pes., 10 Pes. each of 10 sizes 


Flat Heads * Round Heads 
gin Yaxhs Wx 
mx yx He 1x% 

1x% 1 x %s 1%4x% 

















ing that brings new convenience 
to wholesalers, retailers, and their 
customers. These new jar* and 
box deals are ringing the cash- 
register bell all across the country! 
Write for price schedules today. 


*Jars in re-shipper cartons 
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North & Judd Opens Offices in Buffalo And 
Detroit; to Be Headed by Brindisi, Parda 


The North & Judd Mfg. 


Stanton A. Foley has been 


Co., New Britain, Conn., has recalled from the field to 


opened two 


- 


ALEX PARDA 


offices, to be headed by Jo- 
seph L. Brindisi and Alex 
Parda, and at the same time 
announced additional sales 
coverage for the New En- 
gland territory. 

Joseph L. Brindisi, who 
has been with North & Judd 
since 1949, was named resi- 
dent manager of the new 
Buffalo, N. Y., office which 
was opened July 1. Mr. 
Brindisi will cover the ter- 
ritory from Buffalo East to 
Little Falls, N. Y.; North 
to Peterboro, Ontario; West 
to Ohio, southwest to Vir- 
ginia, including Pennsyl- 
vania East to Harrisburg. 

Alex Parda, who has been 
with the company since 1940, 
with the exception of four 
years in the Navy, was 
named resident manager of 
the new office opened in De- 
troit, Mich., July 1. Mr. 
Parda will cover Michigan, 
Ohio, eastern Indiana, Ken- 
tucky and the western por- 
tion of West Virginia. 


JOSEPH L. BRINDISI 


new district head one of the company’s 


seven sales divisions. With 
the firm ‘since 1924, Mr. 
Parda has recently been cov- 
ering Pennsylvania, New 
York, Vermont, eastern 
Canadian points, and the 
local territory adjacent to 
New Britain. 

Warren Kingsbury, with 
the firm 12 years, but for 3% 
years in the Army, will sup- 
plement the New England 


STANTON A. FOLEY 


sales force. He will cover 
Connecticut, western Massa- 
chusetts and Vermont, work- 
ing out of the home office in 
New Britain. 


Chicago Paint Roller 
Company Changes Name 


Directors of the S-X 
Graham Corp., Chicago,’ IIl., 
have decided to change the 
firm’s name to the Essex 
Graham Corp., it was an- 
nounced by Robert A. Pritz- 
ker, vice-president of the 
company. 

Mr. Pritzker, explaining 
the name change, stated that 
the phonetic spelling will be 
simpler to understand in ver- 
bal messages. He also point- 
ed out that for some time 
the company’s paint rollers 
have been merchandized un- 
der the trade name Essex. 


Worthington Co. Issues 
Pamphlet for Trainees 
As part of a_ personnel 
program to encourage high 
school and college graduates 
to enter its employee training 
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courses, the Geo. Worthing- 
ton Co., Cleveland wholesaler, 
has published an eight-page 
pamphlet descriptive of job 
opportunities in the whole- 
sale hardware field. 

The leaflet describes be- 
ginning jobs in the company 
for both men and women, and 
illustrates each with a photo- 
graph. It emphasizes the 
outstanding opportunities 
open to sales and buyer 
trainees. 

Distribution of the pam- 
phlet is being made through 
schools and vocational guid- 
ance centers. 


Find Cleveland Heights Hardware Merchant 


Locke Stove Appoints 
Three Distributors 


Locke Stove Co., Kansgs 
City, Mo., has  appointe 
three distributors for War 
Morning coal heaters ang 
gas heaters. 

F, R. Hayde & Co., Nash. 
ville, Tenn., will cever cep. 
tral Tennessee and souther 
Kentucky; the Connor (Cp, 
Peoria, IIll., will cover 
counties in Illinois; and the 
Marbut Co., Macon, Ga., will 
cover the southern half of 
Georgia and northern 
Florida. 


Guilty of Violating Blue Law; Fined $25 


Leonard Haase, co-owner 
of the Barr Hardware at 
2078 S. Taylor Rd., Cleve- 
land Heights, Ohio, was 
found guilty and convicted of 
operating his store on Sun- 
day in violation of the Blue 
Law. He was fined $25 and 
court costs. Mr. Haase plans 
to appeal the verdict. 

Mr. Haase, just starting in 
business, was arrested by su- 
burban police last April and 
charged with violating an 
“anti-Sabbath work law” 
that hasn’t been used for 
more than 20 years. He 
has maintained that he was 
forced to remain open in 
order to meet competition 
from both other hardware 
stores in neighboring com- 
munities and from drug 


chains that also sold hard- 
ware items in their stores. 
The conviction was under 
the law that stated a mer- 
chant must keep closed on his 
Sabbath, and it was pointed 
out that Mr. Haase could re 
main open on Sunday if he 
were closed on Saturday. 


As a result of Mr. Haase’ ie 


conviction, mayors in at least 
four adjacent communities— 
Shaker Heights, University 
and South Euclid included— 
have been meeting in an ef- 
fort to resolve the Sunday 
closing law. It was also 
pointed out that at least two 
other hardware merchants 
remain open on Sunday in 
neighboring University 
Heights. 


Toy Show Held for Cotter Dealers 
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This is a small part of the toy exhibits at the annual toy 

show for hardware dealers only, held by Cotter & Co. 

dealer-owned wholesale firm, 365 E. Illinois St., Chicago, 
Ill., May 25 to June 9. 
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Sunday & Worthington can meet alli of your “Do It Yourself” 
iversity 
needs as advertised in LIFE. 


| This company considers it a real privilege to ‘cooperate with the 
















independent hardware stores ‘and manufacturers which are joining together 


to assure the success of the irha fall program. 


We are making arrangements to give special handling to irha merchan- 
dise and will be happy to ship to you promptly. 


Our representatives will also be glad to assist you in arranging special 


A-7998 


displays or promotions. 











THE GEO. WORTHINGTON CoO. 


“—e CLEVELAND 1, OHIO 
Chicago, 
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Elect Hulsizer President of Lee Hardware; 
Deal Is Secretary-Treasurer, Board Member 


Levi S. Hulsizer has been 
elected president of the Lee 
Hardware Co., Ltd., Shreve- 
port, La., wholesaler, at a 
stockholders meeting held re- 
cently. Mr. Hulsizer was 
formerly vice-president and 
secretary of the company. 

Auditor and cashier Harry 
A. Deal, who has been with 
the firm for 31 years, has 
been elected secretary-treas- 
urer and named a member of 
the board of directors. 

Mr. Hulsizer, who is also 
a director of the company, 
sueceeds J. E. Hunsicker who 
has severed all connections 


with the company because of 
ill health. Mr. Hunsicker is 
also president of Buckalew 
Hardware Co. and plans to 
devote his full time to his 
duties with that firm. 

Mr. Hulsizer has served in 
every position during his as- 
sociation with Lee starting 
as an office boy in 1906. 

The stockholders of the 
company also re-elected all 
other members of the board 
of directors. The board con- 
sists of Mr. Hulsizer, Mr. 
Deal, Mrs. Adine T. Lee, 
W. C. Kalmbach and Thad 
B. Lampton, Jr. 





Central States Club To 
Hold Dinner Oct. 11 


The Central States Hard- 
ware Club will hold its 13th 
Annual Dinner Party in At- 
lantic City, N. J., Sunday, 
Oct. 11, at the Traymore. 

The party will foilow the 
joint cocktail party to be 
given by the National Whole- 
sale Hardware and Ameri- 
can Hardware Manufactur- 
ers Associations. 

The committee in charge 
of the dinner and entertain- 
ment includes James H. 
Perry, P & C Hand Forged 
Tool Co., chairman; Robert 
B. Kemp, Irving S. Kemp 
Co.; John F, Gallagher, 
United Brush Mfr.; Ben 
Leve, Carborundum Co., and 


James A. Billings, treasurer. 
The Club will again spon- 
sor a special train from Chi- 
cago direct to Atlantic City, 
leaving at 3 p.m. Saturday, 
Oct. 10 and arriving at 9:30 
a.m. the following day. Res- 
ervations for this train may 
be made with L. G. McSteen, 
passenger agent of the Penn- 
sylvania Railroad, 16 S. La 
Salle St., Chicago 3, Ill. 





Stanley Electric Tools 
Makes Sales Transfers 


The appointment of Er- 
hardt W. Kunert to the 
North and South Carolina 
territory working out of the 
New Britain office was an- 
nounced on July 1 by Fred- 


News of the Trade 





erick O. Fuller, sales man- 
ager, Stanley Electric Tools, 
New Britain, Conn. 

Prior to joining Stanley, 
Mr. Kunert was employed as 
a sales representative by 
Rubin & Co., and the New 
York Life Insurance Co. He 
plans to reside at Charlotte 
in the near future. 

Other additions and 
changes to the Stanley Elec- 
tric Tools organization in the 
field are: 

Robert W. Brandt, who 
has been covering North and 
South Carolina, has been 
transferred to the Texas and 
Oklahoma territory. 

Martin A. Rouse, who has 
been working in the Massa- 





E. W. KUNERT 


chusetts and Rhode Island 
territory, completed over 25 
years’ service with Staniey 
and is retired effective June 
30. 

Robert Lee, effective July 
1, will cover Rhode Island in 
addition to his present terri- 
tory. 





OLE TOTS STL 


‘ai OME DL COP 





Shown above is the new building of the Arett Sales Corp., garden and lawn supplies 
wholesaler, at 72 E. Main St., New Rochelle, N. Y. 


The company began operation 


Sept. 1, 1953 and is headed by Charles Librett, who is president and treasurer. David 

T. Boylan is the firm's vice-president, and Irving Librett is secretary. Directors include 

Charles Librett, Irving Librett, Eric K. Muller and Mr. Boylan. The firm's territory 

covers the New York Metropolitan area, North New Jersey, Long Island, Westchester 
County, southern Connecticut and the Hudson River Valley. 
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Bennett Heads Sales 
Of Olin Electrical Diy, 


R. V. Bennett has been ap. 
pointed sales manager of th 
Electrical Division cf Olin 





R. V. BENNETT 


Industries, Inc., New Haven, 
Conn. Olin’s Electrical Divi- 
sion, with plants at New 
Haven, Conn., and Covington, 
Tenn., manufactures a diver- 
sified line of flashlights and 
dry cell batteries. 

Mr. Bennett joined the 
sales department of the Elec- 
trical Division in 1936 and 
progressed through the or- 
ganization to sales manager, 
special representative, east- 
ern division manager, and 
assistant sales manager price: 
to his appointment as sales 
manager. 

Before joining Olin, Mr. 
Bennett spent six years with 
the Ray-O-Vac Company of 
Madison, Wis., and was lo- 
cated in its branches at 
Springfield, Mass., and New 
York. His headquarters will 
continue to be at the Elec- 
trical Division headquarters 
offices located at New Haven, 
Conn. 





John F. Ansink Joins 
Wright Steel & Wire 


John F. Ansink has been 
appointed by the G. F. 
Wright Steel & Wire ©, 
Worcester, Mass., to cover 4 
part of the territory in the 
midwest. 

Mr. Ansink comes to the 
Wright company from the 
Round Chain Co., Chicago, 
Ill., where he was in charge 
of operations for the past 17 
years. 

In his new position, Mr. 
Ansink will maintain head- 
quarters in the Wright firm's 
Chicago office, 6000 W. 5ist 
St. 
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Barber Promoted By 
Rutherford & Perdue 


Frank Barber has been 
promoted to New Orleans, 
La., district manager by 





FRANK BARBER 


Rutherford & Perdue, Dallas, 
Tex. 

In his new position, Mr. 
Barber will be responsible 
for the company’s activities 
in the states of Louisiana, 
Mississippi and Mobile 
County, Ala. For the past 
three years he has operated 
out of Houston, Tex., as as- 
sistant to Richard Ruther- 
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ford, partner in the firm. 

The company also an- 
nounced the appointment of 
Richard Eckert as a salesman 
covering North Texas, Okla- 
homa and Arkansas. He will 
maintain headquarters in 
Dallas. 

The firm has offices at 2013 
Cedar Springs, Dallas, and 
at 6132 Fordham, in Houston. 





Master Metal Products 
Appoints Four in West 


Master Metal Products, 
Inc., Buffalo, N. Y., has ap- 
pointed four manufacturers’ 
representatives to handle its 
various lines in the midwest 
and northwest sections of the 
country. 

William Meiners and Blake 
Olson will handle the com- 
plete line of Master deluxe 
and folding barbecue grills 
in the states of California, 
Washington and Oregon. 

J. Patrick Fanning will 
cover southern Ohio, southern 
Indiana and Kentucky for 
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the complete line of Master 
and Niagara tool and tackle 
boxes. 

Daniel Schmelzinger will 
handle Master deluxe and 
folding barbecue grills and 
Master and Niagara tool and 
utility and tackle boxes in 
the states of Missouri and 
Kansas. 





Dan M. Bell & Co. Will 
Continue Business 


The business of the late 
Dan M. Bell, manufacturers’ 
representative, will be con- 
tinued under the name of 
Dan M. Bell & Co., with head- 
quarters in the Texas Bank 
Building, Dallas, Tex. James 
S. Ragsdale will manage the 
firm which will continue to 
be represented in the terri- 
tories by Mr. Ragsdale, Joe 
L. Ballem, and Tom L. Wells, 
as in the past. Policies and 
representation will remain 
the same, all of the factories 
having agreed to remain 
with the new management. 





National Can Corp. 
Names Hughes-Stocks 


Hughes-Stocks, Dallas, 
Tex., has been appointed to 
represent National Can 
Corp.’s Colorware litho 
graphed metal housewares, it 
was announced by John Mor- 
rison, sales manager of Na- 
tional’s housewares division 

Hughes-Stocks will cove? 
Texas and Oklahoma fo 
Colorware. The firm main 
tains showrooms in the Santa 
Fe Building No. 2, Dallas. 





Smith-Benny Appointed 


Smith-Benny Sales Co., 
Inc., New York, has been 
appointed the metropolitan 
New York and New Jersey 
representative for the Toasts- 
well Co., St. Louis, Mo. 





Tuck Names Hose-Girod 


The Hose-Girod Corp., 
Brentwood, N. Y., has been 
named by the Tuck Mfg. Co., 
Inc., Brocton, Mass., to handle 
its line in Nassau and Suffolk 
Counties in Long Island, 
N.Y. 
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NOW ®@ 


A MAGNETIC DOOR LATCH AT 


Yo THE COST 


@ No after-installation headaches—doors remain 
firmly closed even when warped or sagging. 


@ Doors open easily, shut quietly due to EXCLU- 
SIVE spring action. 


@ Lasts indefinitely—no working parts to get 
out of order. 


@ Unconditionally guaranteed. 


@ Works equally well on wood or metal doors. 
Highly recommended for every type of home 
and industrial cabinet, including kitchen, 
medicine, tool, music and house trailer cabi- 
nets, closet doors and ship and boat lockers. 


Write for complete details and distributional 
information TODAY! 








HEPPNER 


SALES COMPANY + ROUND LAKE, ILLINOIS 
specialists in magnetic devices 
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Represent Dazey In 
Memphis-New Orleans 


The Dazey Corp., St. Louis, 
Mo., announces the uppoint- 
ment of Simpson & Company 
to handle its Kitchen Helps 
Line in the states of Arkan- 
sas, Louisiana, Mississippi, 
Western Tennessee and the 
town of Texarkana., Texas. 

The Simpson Bros., W. K. 
Simpson, M & M Building, 
Memphis, Tennessee and 
Steve Simpson, 2006 Milan 
St., New Orleans, La., have 
been operating as manufac- 
turers’ representatives for 
many years. 


Walter A. Merook Joins 
C. W. Pitt Mfrs. Agency 


Covering Virginia, West 
Virginia, North Carolina, 
and South Carolina will be 
Walter A. Merook for the 
C. W. Pitt Manufacturers’ 
Agency, 8601 West Chester 
Pike, Upper Darby, Pennsyl- 
vania. 

For the past seven years, 
he was associated with the 
builders’ hardware depart- 
ment of Fries, Beall & Sharp 
Company, Washington, D. C. 
Francis G. Tippett and J. 
Lewis Howard, both A.H.C.’s, 
were his instructors. 

Mr. Merook will represent 
the Hollymade Hardware 
Mfg. Co., Henry Soss & Com- 
pany, Adams-Rite Mfg. Co., 


Metal Products Corp., and 
the Clayton & Lambert Mfg. 
Co., for the state of West 
Virginia only. 

Pending location within the 
territory, Mr. Merook will 
temporarily work out of the 
agency office in suburban 
Philadelphia. 


Adelphi Paint Adds Four 
New Representatives 


As another step in Adel- 
phi’s diversified program for 
more concentrated national 
distribution, four new rep- 
resentatives have been added 
to strengthen its nationwide, 
coast to coast representation. 

‘Lhe new representatives in- 
clude Abert J. Birge, who 
will cover the Ohio territory; 
Samuel Kessler will service 
accounts in Nebraska and 
Kansas; The Don M. Finrow 
Company whose organization 
will cover Washington, Ore- 
gon and Idaho; and M. L. 
Bud Cohn whose organization 
will represent Adelphi in 
California and Arizona. 


Three Firms to Handle 
Lucky Bunny Bait Line 


Three firms have been 
named by the Lucky Bunny 
Bait Co., Chicago, IIl., to 
handle distribution and sales 
of its products in their re- 
spective territories. 


News of the Trade 





The appointments include 
the Ed T. Locke Co., Cincin- 
nati, Ohio; Donovan-Smith 
& Associates, Woburn, Mass., 
and Philadelphia, Pa.; and 
H. J. Williams & Associates, 
St. Augustine, Fla. 


Four Appointed To 
Represent Chef Spice 


Harold Elberg of Chef 
Spice, Ltd. San Rafael, 
Calif., announces the appoint- 
ments of the following rep- 
resentatives : 

Charles K. Long, San 
Francisco — California and 
Nevada; John A. Peterson, 
Terminal Sales Bldg., Seattle 
—Alaska, Washington, Ore- 
gon, Idaho and Montana. 

R. E. L. Genge, Denver, 
Colorado — Wyoming, New 
Mexico, West Kansas, North- 
ern Texas, and West Ne- 
braska; Oliver W. Eldridge, 
Inc., Chicago—North Dakota, 
South Dakota, East Ne- 
braska, East Kansas, Mis- 
souri, Iowa, Minnesota, Wis- 
ecensin, Illinois, Michigan, 
Indiana, Ohio. 


Crawford Sales Named 
To Handle Blissware 


The Crawford Sales Co., 
Fort Worth, Tex., has been 
appointed to represent Bliss- 
craft of Hollywood, Holly- 
wood, Calif., in Texas, Ok- 
lahoma, Arkansas and 
Louisiana. 

The Crawford firm, which 
will handle Blissware matched 
design plastics, maintains 
offices at 2137 Blandin St.. 
Fort Worth, and 942 Oak 
Meadows, Houston, Tex. 


Mystic Foam Appoints 
Lane Co. in New York 


The Mystic Foam Corp, 
Cleveiand, Ohio, has ap 
pointed the Lane Co., New 
York, as its representative 
for metropolitan New York 

The Lane Co. maintain 
headquarters at 220 Fifth 
Ave., New York. 

At the same time it wa 
announced by Mystic that the 
Lester Beckman Co., Phila 
delphia, Pa., recently ap. 
pointed to handle Mystic 
products in Philadelphia, 
Baltimore, Md., and Wash- 
ington, D. C., will also handle 
the products in Virginia. 


Riley Now Covering Two 
States for Pilkington 


John W. Riley has joined 
R. B. Pilkington, Atlanta, 
Ga., and is now covering 
Virginia and North Carolina 
for the firm. 

Mr. Riley was formerly 
associated with Butler Bros., 
Chicago, IIl. 

The Pilkington organiza- 
tion has recently moved to a 
new location at 72 11th St. 
N. E., in Atlanta. 


Metaloid Co. Appoints 
Ohio Representative 


The Metaloid Co., 58 
Kinsman Road, Cleveland, 
Ohio, announced the appoint- 
ment of Leppig and Linsen- 
meyer to act as sales repre- 
sentatives. They will service 
the entire state of Ohio for 
Metaloid, who manufactures 
step stools, utility tables and 
pads as well as stoves and 
tables. 





New District Manager 
For Mastic Tile Corp. 


W. Harry Wright, Glen- 
wood, Maryland, has been 


W. HARRY WRIGHT 


appointed district manager 
for the Mastic Tile Corp. 
of America, Newburgh, N. Y. 

Mr. Wright, who formerly 
served as sales representa- 
tive for Mastic Tile in Wash- 
ington, D. C., and Maryland, 
will manage a district which 
includes the Carolinas, Vir- 
ginia, Maryland, Delaware, 
Pennsylvania, southern New 
Jersey, and the District of 
Columbia. 

Representatives who will 
assist Mr. Wright are Joseph 
P. Loudon, Greensburg, Pa., 
Ray C. Seitz, Charlotte, N. C., 
and Gary M. Cresta, Drexel 
Hill, Pa. 

Mr. Wright will headquar- 
ter in Glenwood, Maryland. 


Union Hardware Names 
Merchandising Manager 


David Davis has been 
named Merchandising Man- 
ager of the Union Hardware 
Co., Torrington, Conn., it has 
been announced. 

Union Hardware, 
facturer of roller skates, re- 
cently established Sealand, 
Inc., as the corporate name 
under which its varied groups 
of sporting goods would be 
merchandised and Mr. Davis’ 
appointment completes Sea- 
land’s executive set up. 

Prior to joining Union 
Hardware, Mr. Davis spent 
20 years with R. H. Macy in 
various merchandising capac- 
ities, and three years with 


manu-— 


General Electric in various 
marketing posts, including 
that of national sales man- 
ager of television. 


DAVID DAVIS 
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FAST SERVICE AND ITEMIZED RECEIPTS please customers at Wilson’s Hardware 









“Our Zational System 
saves °2,380 a year... 


INVENTORY CONTROL is important function 
of Wilson’s National System. 











STORE FRONT of Wilson’s matches fine old 
buildings of Connecticut countryside. 


repays its cost every 10 months!” 


“Because our National Sales Reg- 
ister adds automatically,” writes 
Mr. Donald B. Wilson, owner, 
“we no longer have to contend 
with inaccuracies of hand-and- 
brain addition. Now that we have 
eliminated mistakes in addition, 
we must be saving at least $1 a 
day on this item alone. 


“We have made additional sav- 
ings because every transaction— 
cash, charge, received-on-account, 
paid-outs, returns and discounts 
—are all controlled and audited 
by the register. We cannot esti- 
mate our former loss from for- 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 
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gotten charges but they must 
have been considerable. Occasion- 
ally a customer would remind us 
of a charge sale on which we had 
no record. Today, our system 
makes it virtually impossible to 
forget making a charge record. 
“‘Further, since much of the fig- 
ure work is done automatically by 
our National, we have been able 
to cut bookkeeping time enough 
to save us $40 a week. 
‘Altogether, these savings not 
only paid for our system in about 
10 months, but they go on year 
after year as additional profit!” 


Mr. Wilson 1s typical of thousands of 
hardware dealers now enjoying the 
benefits of a National System. You 
can, too. Your nearby National rep- 
resentative will show You, in your 
store, how you can get protection that 
saves money, information that makes 
money. It will pay you to investi- 
gate. Call him today for full details. 


Swlonal 


CASH REGISTERS - ADDING MACHINES 
ACCOUNTING MACHINES 
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A sure-fire, volume-sales item for you 

s ives finishes : 
because it lets your customers SAVE... Baraiy disting 
bare wood, 0! 
olors to harm 
ble. Moisture 
br interiors . . 


pAINTS,. 


A 


D4 TIME (takes 2 the time of two coats) 
E D4 WORK (just /2 the work of two coats) 
bpee-D-Dry is 
x> MONEY (14 the price of two coats) pd backed sat 
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dvertising, tc 
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Tops in beauty, protection and quality, too. Order, for details, or | 
stock and sell Acme One Coat Outside White House 
Paint. Available through your regular supplier in ONLY 


five-gallon cans, gallons and quarts. 





1) Clear Sec 


FORMULATED especially for repainting ex- : Blonding 

terior surfaces where old paint is in good High Glos 

condition. Spreads easily, needs no thinning. AC M E Q U A L l TY PA l N TS, I NC. - 

F Re 4) Dull Finish 
eatures excellent hiding power, beauty, 

durability. Order Acme Quality One Coat DETROIT 11, MICHIGAN ther sealer cx 


Outside White now from your jobber. y one or mo 








Makers of Acme Quality Paints, Fashion-Right, Super Kem-Tone, Kem-Tone, Kem-Glo and insecticides 
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NOW...new, super-swift NATURAL WOOD finishing systems 


ACME=SPFE=D=DRY 


2 SEALERS—2 FINISHES 














5 MAJOR CUSTOMER ADVANTAGES 


TIMESAVING 
Both the Clear and Blonding Sealers can be 


s»ated after 2 to 4 hours. 
EASY TO APPLY 
n be rolled, brushed, sprayed or wiped onto 
neled walls, woodwork, furniture, floors. 
LASTING BEAUTY 


Kll-alkyd, non-yellowing finishes seal and 
protect wood surfaces for years. 
















































COLORFUL Pree HOW-TO-DO-IT 
ints easily with oil colors to harmonize ws BOOKLETS 
ith any color scheme. VARNI FOR YOUR CUSTOMERS 


Covers, step-by-step, 16 recom- 
mended finishing methods, plus 
bleaching and staining of many 
woods. Easy to understand . . . 
less explaining for you to do. 


NATURAL FINISHES 


ew, lasting, blonde or natural finishes for 
woods, 





They’re here. The new, natural finishes 
‘ou.and your customers have long de- 
nanded . . . especially formulated for 
ianded! Blywoods, fine interior paneling and trim, 
iture and floors. 

you 

ives finishes so natural that the eye can 
/E... § diy distinguish between them and 
bare wood, or can be tinted with oil 
bolors to harmonize with any color. Dur- 
ble. Moisture-proof. Sell it for exteriors 
r interiors . . . and make a 35% profit. 





spee-D-Dry is of top-quality, fully-tested 

d backed to the hilt by Acme. Soon to 
be heavily backed by aggressive national 
dvertising, too. Stock, sell and profit 
tom Spee-D-Dry—it’s a natural! Write 














_ Order, pr details, or see your Acme jobber. 
> House 
plier in ONLY 4 ITEMS TO STOCK 


Pree SAMPLE PANEL WITH INITIAL STOCK ORDER 
A convincing counter display 20” high, with two 
12” wide wings, and showing 23 sample Spee-D- 
Dry finishes. 


1) Clear Sealer and Primer—clear as water 


2) Blonding Wood Sealer—needs no wiping 


| NC 3) High Gloss Finish—tough, indoors or out 
4) Dull Finish— gives hand-rubbed, satin effect 


egeotbentnategaiaentegppreotad ACME QUALITY PAINTS, INC. 
© available—Natural Wood Filler. DETROIT 11, MICHIGAN | 
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Libbey Glass Opens Cleveland Branch, Moves 
Toledo Office, Appoints Three New Managers 


Establishment of a new 
branch sales office, relocation 
of another and the appoint- 





RALPH R. SUTTER 


ment of three branch man- 
agers have been announced 
by William M. Beckler, gen- 
eral sales manager of Libbey 
Glass, division of Owens-lIlli- 
nois Glass Co., Toledo, Ohio. 

The new branch office is lo- 
cated in Cleveland, Ohio, at 

1121 N.B.C. Building, 815 
Superior Ave. Ralph R. Sut- 
ter, who has been manager 
of the Libbey Glass branch 
at St. Louis, Mo., is in charge 
of the new office. 

James M. Wilce, who has 
been working as a premium 
salesman out of Libbey’s Chi- 
cago sales branch, will be 
branch manager at St. Louis. 

The firm’s Toledo branch 
office has been moved to 432- 
433 New Center Building, De- 
troit, Mich. Robert J. Sny- 
der, salesman in the Toledo 
office, has been named man- 
ager of the new Detroit 
branch. 

Larry G. Busdieker, a 
salesman in Libbey’s Los An- 
geles branch, has been named 
manager of the _ Seattle, 
Wash., branch. Donald A. 
Marquis of the Seattle branch 
has been assigned to the Los 
Angeles branch as assistant 
manager. 

Mr. Sutter has been with 
Libbey Glass since 1935. He 
worked in the Toledo plant 
nearly two years before join- 
ing the general sales dept., 
where he remained until his 
assignment to the St. Louis 
office in 1949. 

Following a period of sales 
training in Toledo, Mr. Wilce 
was assigned to the Chicago 
branch in 1952 as midwest 
premium sales specialist. 

Mr. Busdieker joined Lib- 
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bey’s sales department in 
1948 as a member of the 
premium division. In 1950 he 
moved to the sales control 
dept. and two years later 





,#3AMES M. WILCE 


was assigned to the Los An- 
geles branch office. 

Mr. Snyder joined the 
Owens-Illinois accounting de- 
partment in 1941. He trans- 
ferred to the sales control 
dept. in 1945 and in 1950 
was put in charge of the Lib- 
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bey Glass Div. sales control 
dept. He became a salesman 
for the Toledo branch of the 
firm in 1952. 





Norman Paint Drops 
Retail Business 


Norman Paint Co., Inc., 
226-10 Jamaica Ave., Queens 
Village, N. Y., which has 
been operating a retail paint 
and walipaper store at 220-23 
Jamaica Ave., Queens Vil- 
lage, has sold its interest in 
the store, and will concen- 
trate on the wholesaling of 
paints and allied products. 
The firm has been engaged 
in wholesale distribution for 
the past 10 years. 





Delta Hardware Co. To 
Handle Preway Heaters 


Preway, Inc., Wisconsin 
Rapids, Wis., has announced 
that a new distributor affilia- 
tion has been made with the 
Delta Hardware Co., Esca- 
naba, Mich., wholesaler. 

Preway oil and gas-burn- 
ing space heaters will be in- 
troduced in upper Michigan 
by Delta’s nine salesmen. 


Sullivan to Cover 
Illinois for Eclipse 

Dan W. Sullivan has bee 
appointed a sales represents. 
tive for the Eclipse Law 
Mower Co., Prophetstown, |], 





Bae 


DAN W. SULLIVAN 


Mr. Sullivan, who will 
cover the state of Illinois in 
his new position, replaces 
Shelly Pratt, who resigned 
that post in order to operate 
his own retail store in Ster- 
ling, Ill. 

For the past three years, 
Mr. Sullivan travelled a sim. 
ilar territory for another 
firm. 


Ace Summer Convention and Toy Show 











Ace Hardware Corp., Chicago, Ill., held its summer convention and toy show at its 
Chicago warehouse. A complete line of toys, sporting goods and gift merchandise, a 
portion of which is shown above, were on display during the show, June 7 to 9. In 
addition, 50 manufacturers were on hand to display their lines. Ace dealers turned 
out 100 pct and buying was brisk throughout the show. 


During a business meeting, June 8, 


15 new stores were welcomed into the Ace 


organization. Managers of various buying departments told of plans for the second 
six months of 1953 and answered dealer questions on general problems in buying. 
The advertising manager told of increased need for promotion and called upon the 


stores to maintain an aggressive advertising program. 
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MORE THAN 700 OF THI 
INVITE BUYERS TO MEET 





vale 


AND TALK 


AT THE INDUSTRY’S GREATEST MERCHANDISING EVENT! 


Oniy at the National Hardware Show can you 
preview the industry in all its aspects . . . see the 
hardware world in all its detail . . . fulfill your 
buying needs for an entire year. It’s the world’s 
largest showing of hardware and allied products 
. .. the most comprehensive merchandising exposi- 
tion ever held by the trade. 


Here, as a buyer, you may See... Feel . . . and 
Compare the newest and best in hardware and 
allied lines, get the latest information on prices, 
production and delivery, secure new lines and 
franchises, learn about the latest merchandising 
plans and packaging presentations in more than 


ao 
Aa, 


4,000 lines of hardware and related items. 


And be sure not to miss the newest feature of the 
show ... the Lawn, Garden and Light Farm Equip- 
ment Division . . . where more than 50,000 sq. ft. 
of space will be devoted to lawn, garden and light 
farm equipment displayed by over 200 manufac- 
turers. 


Also be sure to see the complete line of fishing 
and hunting equipment at the Fishing and Hunt- 
ing Division . . . this year at the 71st Regt. 
Armory, within five minutes of Grand Central 
Palace, 


Buyers, plan now to attend. Fill out and mail the registration coupon. Your admission 










NATIONAL 
HARDWARE 
SHOW 


MADISON AVE., NEW YORK 17, 
MURRAY HILL 2-4802 


331 
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badge, which will admit you without further registration, will be mailed to you. 


NAME 
FIRM 


! STREET 


























§ Save time by registering NOW. Fill in and mail this registration coupon | 


and your admission badge will be mailed to you, Please check below if 1 


you wish us to make hotel reservations for you. (Please Print). 


TITLE 











CITY STATE 





TYPE OF BUSINESS 





Please check below the classification of your business 
(] Wholesaler DD Retailer 
(0 Importer-Exporter [] Mfgrs’ Agent (0 Manufacturer 
( Please send us your hotel reservation blank. 


CD Dept. & Chain Store Buyer 
0 Other 


Minors under 18 yrs. of age will not be admitted under any circumstances 4 
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Chester Ross Jordan 


Chester Ross Jordan, 56, 
district manager of the F. E. 
Myers & Bro. Co., Ashland, 





CHESTER ROSS JORDAN 


Ohio, died July 1 in Burbank, 
Calif., after a short illness. 

Mr. Jordan, whose terri- 
tory included Arizona, Cali- 
fornia, western Idaho, Ne- 
vada, New Mexico, E] Paso, 
Tex., Oregon and Washing- 
ton, was employed for 20 


years by the Axtell Co., Fort 
Worth, Tex., before coming 
to Myers. He joned Myers 
in August, 1940, as western 
district manager. 

Survivors include his 
widow, a daughter and four 
brothers. 





Matthew J. Scammell 


Matthew J. Scammell, pres- 
ident of S. L. Allen & Co., 
Inc., Philadelphia, Pa., died 
at his home in Trenton, N. J., 
on June 15. 

Mr. Scammell had been 
president of the firm, which 
makes tractors, farm and 
garden equipment, sleds and 
skis, since he purchased an 
interest in it in 1929. 

He was former treasurer 
of the Scammell China Co., 
Trenton, former general su- 
perintendent of the Sparrows 
Point, Md., plant of the Beth- 
lehem Steel Co., and former 
superintendent of the Car- 
negie Steel plant in Niles, 
Ohio. 


————— News of the Trade 





Dan M. Bell 
Dan M. Bell, 62, manufac- 
turers’ representative, who 


operated the Dan M. Bell & 
Co. agency in Dallas, Tex., 
passed away recently after 
an illness of six months. 

Mr. Bell was the third 
generation of his family to 
be associated with the hard- 
ware business. His grand- 
father owned and operated 
one of the first hardware 
wholesale establishments in 
l'exas, at Weatherford, and 
his father, at one time, oper- 
ated a hardware business in 
Fort Worth. 

Dan Bell started his man- 
ufacturers’ agency business 
in 1912 at the age of 21. 
Many of the lines which he 
represented then are still 
being represented by his 
ageney. He was a member 
of the Texas Hardware 
Boosters Club. 





Elmer Holmes Bartlett 


Elmer Holmes Bartlett, 86, 
the oldest employee of Bird 
& Son, Inc., East Walpole, 
Mass., and a member of its 
board of directors, died July 
22. 

Mr. Bartlett joined Bird & 


Son July 25, 1885, as an office 
boy. He eventually became 
head of the Special Paper 
Div. In later years he be 
came vice-president and con. 
sultant. Until stricken jj 
last December, he was at his 
desk each day and remained 
a member of the board until 
his death. 


Fred E. Depinet 


Fred E. Depinet, 66, tres. 
surer and clerk of the 0. W 
Siebert Co., Gardner, Mass. 
died July 19. 

Mr. Depinet was active 
with the firm until a few 
months ago. He became 
treasurer, clerk and a diree- 
tor of the Siebert firm when 
it was founded in 1923. 

Surviving are his widow, 
a son and a daughter. 








Albert D. Terrel 


Albert D. Terrel, 67, New 
York City representative of 
the Jackson Mfg. Co., Harris- 
burg, Pa., died of a heart 
attack July 5. 

Mr. Terrel represented the 
Jackson Mfg. Co. for the past 
24 years in the New York 
metropolitan area. He is sur- 
vived by his widow. 





Hardware Products Co. 
To Handle Hurlinge 


The Hardware Products 
Co., Inc., New York, has the 
exclusive manufacturing 
rights and distributorship of 
the Hurlinge, a non-mortis- 


ing hinge, in the United 
States. 
The Hardware Products 


Co. plans an extensive sales 
promotion and advertising 
program for the Hurlinge. 





American Hardware 
Lists Territory Changes 


Victor H. Verby has been 
transferred to the home of- 
fice of American Hardware 
Corp., New Britain, Conn., to 
fill the newly created posi- 
tion of manager for contract 
sales. 

For the past seven years, 
Mr. Verby has represented 
Russell & Erwin in the north- 
west territory. Prior to that 
he was a representative in 
the Chicago area, New York 
and Florida. 

E. F. Deady has been trans- 
ferred from the Russwin ter- 
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ritory in the state of Michi- 
gan to the northwest ter- 
ritory. 

W. C. Lichtenfels replaces 
Mr. Deady in Michigan, being 
transferred from the San 
Francisco, Calif., area. 

W. W. Fisher has been ap- 
pointed to a new territory 
covering both Georgia and 
Alabama. ‘ 

E. R. Lindstrom has re- 
tired after representing Rus- 
sell & Erwin in Chicago for 
48 years. 





500 Attend Keystoners 
16th Birthday Party 


Starting with golf at 9 a.m., 
the 16th annual birthday 
party of The Keystoners at- 
tracted more than 500 mem- 
bers and guests at the Manu- 
facturers’ Golf & Country 
Club in Oreland, Pa. on June 
5. 

The annual Visitors vs. 
Keystoners soft-ball game 
was won for the 16th time by 
the visitors to the tune of 8 
to 2, although the contest 
started with every indication 


of being a victory for the 
hosts. Luncheon and dinner 
were served at the club, the 
latter being followed by a va- 
riety show provided by pro- 
fessional entertainers. 


Howard Pruner, American 
Saw & Mfg. Co., was chair- 
man of the entertainment 
committee, and sports was 
headed by C. F. Fenner, mat- 
ufacturers’ agent. 





In the photo, left to right, are officers and some of the 


committee members: J. 
entertainment; 


surer, C. F. Fenner, sports chairman; 


J. McCann, J. H. Williams & Co., 


L. L. Wilson, manufacturers’ agent, trea- 


Theodore W. 


Hissey, Eagle Lock Co., secretary; Edward T. McGlynn, 
Corbin Cabinet Lock Div., vice-president; Richard P. 
Noyes, manufacturers’ agent, president; Howard Pruner, 
American Saw & Mfg. Co., entertainment chairman; 4 


Lawrence Klauder, 
committee. 


Holo-Krome Screw Corp., sports 
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dner, Mass, 
Shown above are representatives of the Domestic Sales Dept. of 


Fayette R. Plumb, Inc., Philadelphia, Pa., during a recent sales 
conference. First row, left to right, are: E. R. Haigh, T. J. Sheerin, 
H. Groves, M. M. McCahill, H. G. Hetzel and T. F. Womble. 
Second row, same order, are: E. A. Fogarty, A. L. Brow, A. Mar 
tin, W. E. Hall, F. P. Green, F. L. Campbell, F. R. Plumb and J 
Willhite. Third row, same order, are: C. W. Massey, W. J. Walsh. 
G. H. Thompson, W. J. Hildebrand, D. R. Plumb, R. C. Ruch, J 
Ketchum, L. K. Hatzel, J. R. Mendte and G. Stanley. 


was active 


In celebration of its 50th anniversary, & 
C. H. Mosher, vice-president in charge 
of sales of the Columbian Rope Co., Au- 
burn, N. Y., presented a special plaque 
to the F. W. Heitmann Co., Houston, 
Tex., one of its first customers. Receiv- 
ing the plaque is F. A. Heitmann, chair- 
man of the board of the Texas wholesale 
hardware company. Mr. Heitmann signed 
the original contract with Columbian in 


1904 


This 24-ft. trailer, on a coast-to-coast 
tour of state fairs, has glass-lined walls 
to permit spectators to observe colony 
of live rats in their natural setting. 
Method of getting rats to “eat themselves 
to death” is demonstrated. Exhibit is : 
sponsored by d-Con Co., Chicago, IIl., j ad : 5 


WY maker of rodenticides and insecticides. & 
ae 
re 
Russell T. Woodward, left, manager of marketing, Telechron 
Dept., General Electric Co., Ashland, Mass., is shown congratulat 
ing F. J. Burns, center, San Francisco, Calif., district manager, 
on his 30 years of service in the company. Winston E. Gouzoules, 
right, president of the Quarter Century Club, Telechron Dept., of 
which Mr. Burns is a charter member, looks on* during the pro 


ceedings. 


At right is the sales staff 
of the Whiting-Adams Co., 
Boston, Mass., at the firm's 
annual sales meeting held 
recently. Shown here is L. 

Schumann, president, 
Presenting cigarette case 
to Robert E. Perry, left, 
the firm's outstanding 
salesman during the past 
year. Banquet highlighted 
the sales meeting. 
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The Business Outlook—Markets ed? “Price ies 


(Continued from page 14) 
ended on April 27 prices had risen 
in five categories but had declined 
in four. 

The biggest rise in prices was 
noted in the category comprised of 
small tools, contractors’ supplies 
and agricultural implements and 
steel and heavy hardware. The in- 
crease was 2.45 pct above prices 
for the same goods on Sept. 22, 
1952. 

Other categories which regis- 
tered higher prices for the period 
were machinery items (+1.32 pct) ; 
electrical wiring supplies (+1.11 
pet) ; cutlery and sports equipment 
(+.54 pet) and housewares (+.08 
pet). 

Price declines during the seven- 
month period were noted in the 
following categories: Paints, oil 
and glass (—3.69 pct); plumbing 
items, not including enamelware 
(—2.35 pct); automotive acces- 
sories and supplies (—.50 pct) and 
builders’ hardware (—.05 pct). 

The items used in the test order 
are those carried by the average 
hardware store and are representa- 
tive of volume producing items in 
each of the principal departments 
of the Salt Lake Hardware Co. 








Pet. of Change 
April 27, 1953 
compared to 

Sept. 22 Mar. 1 

1952 1942 
Total Test Order ... -+-1.03 +65.2 
Dept. +2.45 +74.29 
Dept. —.05 -+-70.70 
Dept. +.08 +66.56 
Dept. +1.11 +54.76 
Dept. E +42.41 
Dept. F +68.79 
Dept. G —.50 +38.07 
Dept. —2,35 +67.90 
Dept. —3.69 +54.90 





Quantities of the individual 
items specified, on this typical 
dealer’s order of 420 items, were 
as nearly average as the wholesale 
firm could accurately determine and 
each quantity was in relation to 
the company’s experienced sales 
volume. 

The same quantity of the various 
items was first priced as of March 
1, 1942, which represents the period 
when prices were frozen by O.P.A. 

The following tabulation shows 
the aggregate value of the same 
order on the various respective 
dates: 


Comparative Values of Test Order 


Percentage of Change 
From Previous Order 


Date of Test Order 


March 1, 1942 
September 1, 1945 
November 1, 1946 
November 1, 1947 
January 15, 1948 
June 6, 1948 
November 5, 1948 
April 4, 1949 
August 29, 1949 
April 25, 1950 
September 22, 1950 
January 2, 1951 
April %o, 1951 
October 1, 1951 
April 1, 1952 
September 22, 1952 
April 27, 1953 


Value of Order 


$2,872.89 
3,039.60 
3,417.87 
3,692.83 
3,753.60 
3,913.99 
4,110.36 
4,154.07 
4,075.67 
4,112.91 
4,308.40 
4,705.09 
4,755.45 
4,703.04 
4,690.61 
4,697.46 
4,746.16 


Pebed af ofad ad Noe 
aRLSEE” 


— 6O 


++] [+444] 4444444 
\0 oo 


Percentage of increase, March 1, 1952, compared to April 27, 1953. ..+-65.20 
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No. of 
items 
Dept. A— 
Small toole ............... 197 
Contractors’ supplies and 
agricultural implements.. 4g 
Steel and heavy hardware 


Dept. B— 
Builders’ hardware ... 


Dept. C— 
Housewares ...... 


Dept. D— 
Electrical wiring supplies 


Dept. E— 
Machinery items 


Dept. F— 

Cutlery (excluding sins, 
knives) ..... ) 

Guns, ammunition & acces- 
sories 

Athletic equipment 

Bicycles & supplies 

Fishing tackle 


Dept. G— 
Automotive accessories and 
supplies Liavatate 


Dept. H— 
Plumbing items (not includ- 
ing enamelware) 


Dept. P— 
Paints, oil, glass 


Eagle Rule Abolishes 
Price Differentials 





The Eagle Rule Mfg. Co., New 
York 59, N. Y., manufacturers of 
wood folding rules, has modified 
its price schedules in a new list 
dated June 15, which establishes 
identical retail prices all over the 
United States. This eliminates 
East and West Coast differentials 
which formerly existed. 

On the new list the standard six 
foot rule in the Royal Blue Eagle 
grade retails for $1.60 each, in the 
All American grade for $1.30 each, 
and in the Columbia grade for $1 
each, and in the Arrow grade for 
$.79 each. 


General Electric Raises 
5 Refrigerator Prices 


Increases of $10 and $20 in the 
recommended national retail prices 
of five refrigerators, effective July 
13, were announced by the General 
Electric Co. 
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HARDWAI 


pocket 


a .a@ small investment with a big return! 


You pay less . . . make more when you 
sell Kimble Glass Bars. 

Tremendous production facilities at 
Kimble make it possible for us to sell at a 
low price to give you a big profit margin. 

Stock Kimble Glass Bars, display them 
in your window and on your counter. 
You'll see how quickly shoppers snap 
them up once you point out how helpful 
Kimble Glass Bars can be in bathrooms, 


bedrooms, kitchens, and nurseries for 
curtain ties, towels, dish cloths, and 
shoe bags. 

With their sleek crystal-clear glass 
and polished, gleaming metal fittings, 
Kimble Glass Bars are attractive in any 
room... stay clean. . . never rust. 

Order Kimble Glass Bars—the quality 
line with quantity demand—from your 
wholesaler, today, or write to us direct. 





KIMBLE GLASS BARS WON’T RUST... 
STAY NEW-LOOKING! 





NOW! A 5-Star Selection of the Nation's Giftware Sensations 


Deore GUPPER-GLO po. MOULDS 





10., New 

urer f a e e e e 

a The Blazing Radiance of Genuine High Polish 

ew i Copper . . . the Luxurious Beauty of 

ablishes 

ver the $3.50 VALUES to 

sail x no. s60—curveo ish Retail for only... . C 
5''x6"'x 156" 

TESTED AND PROVED FOR AMAZINGLY 
esd ae x ee FAST TURNOVER on counters all over Amer- 
. Eagle sehen ca, “Copper-Glo” Plastic Moolds have rock- 
= tk NO. 962—EARO’ CORN eted to top acceptance by Gift Shoppers and 
, in the thts Vg! : 
saa A!'xd"'x2Y2 Homemakers! These new numbers in wanted 
v each, NO. 965 — ROOSTER designs at a popular price inspire multiple- 


for $1 
ide for 


unit purchases . . . more profit per sale! 
Ultra-smart for home decor . . . practical for 
food preparation. Tarnish proof. Molded han- 
ger rings. Attractively packaged in colorful, 
individual cellophane-window boxes for traffic 
stopping flash on counter — in window! 


5” diameter x 2” 
%* NO. 970 — LOBSTER 
32x77" x2" 


PACKED: 1 DOZ. OF A NUM- 
BER TO MASTER CARTON 














PS 
DISPLAY A COMPLETE SELECTION FOR 
in the MORE PROFITABLE SELLING ACTION! 
prices 
e July Order from your jobber or write direct for details. 
eneral 1308 N. Halsted St Chicago 22, Illinois 


TREMAX INDUSTRIES, Inc. sew york showroom: Horold Everts Co., Room 608, 200 Fifth Ave 


HARDWARE AGE, AUGUST 6, 1953 








"Week-End Decorator’ Program Timed to Break 


For Labor Day Holiday in Hardware Stores 


A “Week-End Decorator” promo- 
tion intended to create greater sales 
of paint, which is tied to the current 
do-it-yourself trend, will be inaugu- 
rated nationally on the Labor Day 
week-end. 

The industry-wide promotion, 
currently reported to have the back- 
ing of more than 200 manufactur- 
ers of household paints and allied 





lines of merchandise, is expected to 
give hardware stores and other 
paint outlets a lift in early fall busi- 
ness. 

Sponsored by the Archer-Daniels- 
Midland Co., Roanoke Bldg., Minne- 


apolis, manufacturers of Archer 
Pol-mer-ik linseed oil, the promotion 
will be advertised extensively in 
consumer magazines by A-D-M and 
in the advertising of other manu- 
facturers participating in the pro- 
gram. 

Consumers will first learn about 
the “Week-End Decorator” program 
from a full-page advertisement 


scheduled for the September issue 
of Better Homes & Gardens, which 
will be distributed in advance of the 
lung Labor Day week-end. 

The BH&G ad will go into 3,800,- 
000 homes with the message, “It’s 
Easy... It’s Fun. 


.. It’s Thrifty 
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... to be a Week-End Decorator— 
Paint a room for $8 or $9! Paints 
are really odorless!” 

At the same time, participating 
hardware and paint stores are ex- 
pected to give the national promo- 
tion local impetus with store dis- 
plays and radio and newspaper ad- 
vertising. 

A merchandising kit, consisting 


This is the sug- 
gested display 
that can be set 
up in the paint 
department or 
near a heavy 
traffic aisle. 


of every possible type of promo- 
tional material, has been prepared 
for the use of dealers. Among the 
material which dealers can get for 
distribution to week-end decorators 
are painters’ caps, aprons, bandan- 
nas, a “how-to-paint” booklet and a 
frivolous Week-End Decorator’s 
certificate. 

A Week-end Decorator corner- 
display stand, which can be set up 
by the retail store on a counter or 
a card table, is intended to be a 
focal point for the display of all 
kinds of painters tools and supplies, 
to create impulse sales. 


Painters Not Slighted 
The program is termed a double- 
barrelled program since one part is 
aimed at the growing home im- 
provement market while the second 
effort is directed toward increased 





sales for the painting contractor. 

“There’s plenty of room for jp. 
creased paint sales in both cases” 
notes Thomas L. Daniels, ADy 
president. “The homeowner marke 
is booming and the paint industry 
should take advantage of it. Paint. 
er-contractors, likewise, have no 
received their share of the consumer 
dollar and we want to help them t 
get it.” 


‘Half-A-House’ Plan 

In its appeal to painting contra. 
tors to support the program 
Archer-Daniels-Midland makes , 
specific point of the “half-a-house” 
plan which has been used succegs- 
fully in New England. 

“You do everything the home- 
owner can’t reach,” suggests the 
company to the painting contractor 
“Let him finish the job. It’s an ex- 
cellent way to sell repaint jobs to 
people who ‘can’t afford to paint’.” 

Among groups backing the plan 
are the National Retail Hardware 
Dealers Association and the Retail 
Paint and Wallpaper Dealers of 
America. 





Hardware Sales At 
Last Year's Level 


Retail hardware sales in the 
five-month period ending in May 
were only $4 million behind sales 
in the same period of last year— 
$995 million as compared to 
$999 million in 1952. 

Likewise, May sales were prac- 
tically equal to sales in May of 
last year, on an unadjusted basis. 

The following table gives 
Department of Commerce un- 
adjusted estimates: 


(millions of dollars) 


1953 1952 1951 
January ..... 166 166 192 
February ... 167 170 182 
eer 200 190 211 
. eae 219 229 231 
Bee: .iitexens 243 244 231 


—_—_————— 


995 999 1047 





MN oo couede' wea 233 236 
OE ice'te es ana 214 214 
ae oh 216 224 
September ...... 224 226 
October ..... pec 233 245 
November ..._ ... 219 236 
December ... ... 290 291 

$2,628 $2,738 
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PROFIT from the Point-of-Purchase 


Features of this SHAKER 


and Storage 
Container 


FOR FROZEN JUICES 
and POWDERED MILK 


graduated to eliminate 
measuring with cans 


requirements. 


for children to use ... 





Flexible plastic bottom can't 
and information on Free PLASTIC HOUSEWARES 


_— of plastic housewares, 
chip, crack, or dent. 
Send for Catalog of the 
Merchandising Aids. ee 
COLUMBUS PLASTIC PROD., INC. 


UNBREAKABLE 
complete Lustro-Ware line 
Columbus, Ohio 








Saves time, saves space, this Lustro- 
Ware plastic shaker meets all utility 
Cover seals to elim- 
inate messy shaking accidents. Safe 
can’t break. 
Order your stock at once along with 
101 other fast-selling Lustro-Ware 
items. Profit all ways by making 
Lustro-Ware your dependable source tray, 








PUTS YOU ON HE RIGHT TRACK 
for BE BETTER ft SALES an and 






All-Purpose 
FO re) Carrier 


Cover 


COMBINATION 


Use it asa cover, serving 
carrying pies or 
cakes, hot dishes or other 
foods to parties, picnics, 
etc. This is one of the 
handiest items in the \ 
home. “Hand-decorated” Flowercraft design and sparkling 
colors add beauty to any kitchen. No-1170 95 
Retails for only each 
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Loronet 


EXTENSION TRAVERSE RODS 


Nylon master slides and carriers for squeak-free, noiseless 


operation . .. heavy-gauge steel, finished in lifetime DuPont 
baked enamel ... neutral gray cords and unbreakable plas- 
tic tassels. . . individually packaged. Available in exten- 
sions from 28 to 150 inches, 144 to 4% inch projections. 
Write for literature and prices. 


The Eastern Venetian Blind Co. 


Baltimore 30, Maryland 





Aaud Decorated 
BATHROOM WARE 


SET Here is a bathroom ware 
set that will add color to 
every bathroom. Each item is 
sturdy, well constructed metalware. 
Four colors: white, pink, green and 
ebony. Set includes waste basket 
in. Height 13 in. No. 600 and brush holder. No. 6002. $99 
retails for only $1.50 Retails for only 


BRUSH HOLDER a set 
Long-lasting baked-on en- 
amel finish. Built in clean- 
ser shelf and drip pan. 
oe 19% in. Dia. 6 in. 
Hy! Be retails for only 





WASTE BASKET 
Beautiful “‘hand-decorated”’ 
Flowercraft design. Round, 
smooth rolled edges. Dia. 9 









The Pemsco Mag-Rack 
fits well into any room. 
In matching colors to 
bathware set. Every fami- 
ly will want one or more. 
Sturdily built from heavy 
gauge materials. No. 603 
Retails for only $2.95 each. 








Contact Your Jobber Today 








PEORIA METAL SPECIALTY COMPANY 





ea Ee 










Decorated WAlctalware 


2507 $. Washington St. 
PEORIA, ILLINOIS 
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¢) x-acto 


HANDICRAFT KNIVES * BLADES * TOOLS 


No. 86 Hobby Chest —$12.00 


Retailing from 25¢ to $30.00 ° 


Write today for our new iilus- 
X-acto Crescent Products Co., Inc. 

















trated Catalog of the complete 
X-acto line. 
440 Fourth Avenue, New York 16, New York 





Makes 
paint stick 


Removes rust 


Prevents rust 


Packed 1 doz. 


in display case 


For prices and sample, write 


THE KLEAN-STRIP CO., INC. 
2340 S. Lauderdale, Memphis 6, Tenn. 


144 








Small Appliance Trade a Misnomer Declares 
S. G. Fisher, Citing 800% Increase Since 1938 


An industry that produced about 
$600 million in retail sales volume 
last year should not be called the 
small appliance business, Stanley G. 
Fisher, sales manager of the Elec- 
tric Housewares Division of Land- 
ers, Frary & Clark, pointed out at 
a recent press preview of new Uni- 
versal products. 

Mr. Fisher cited the tremendous 
growth of the electrical housewares 
business in recent years and stated 
that the volume in this category last 
vear was greater than the electric 
range, the home freezer, or the home 
radio business. 

Likewise, he said, it was greater 
than the combined retail sales vol- 
ume of electric dryers, vacuum 
cleaners and water heaters. Only 
three major appliance lines, tele- 
vision, refrigerators and washing 
machines exceeded electric house- 
wares in volume. 

“Compared to the $600 million 
volume in electric housewares, last 
year, the business in 1938 amounted 
to only $72 million,” Mr. Fisher ex- 
plained. 

“In that year, $13,745,000 worth 
of irons were sold, $5,185,000 coffee- 
makers and $6,966,000 in waffle 
irons. 

“To compare those figures with 
1952 figurs gives you an example of 
the tremendous growth. The electric 
iron volume last year was seven 
times greater at $95 million; waffle 


irons four times greater at $32 mil- 
lion and coffeemakers 12 times up, 
to $60 million. 

“The total electric housewares 
volume in 1952 was eight times 
greater than in 1938, Mr. Fisher 
pointed out. 

“One of the sayings in the elec- 
tric housewares business is: ‘The 
greater the saturation, the greater 


STANLEY G. 
FISHER 





the sales volume.’ This is true be- 
cause in the electric housewares 
business we depend almost entirely 
upon a replacement market,” Mr. 
Fisher continued. 

“Electric irons have averaged for 
years in the neighborhood of sat- 
uration of 85 pct to 90 pct and yet 


in unit sales volume as well as dollar’ 


volume, electric irons lead the elec- 
tric housewares items in volume. 
This is true right down through all 
types of electric housewares prod- 
ucts. 





Two Strunk Saws 
Reduced in Price 


Substantial] price reductions in 
two models of the Strunk One-Man 
Chain Saw have been announced 
by the Strunk Equipment Co., 
Coatesville, Pa. 

Model 3-19 with a 19 in. guide 
and chain, formerly listed at $265 
has been reduced to $239. The 
Model 3-24 with a 24 in. guide and 
chain has been reduced from $275 
to $249. 





Slight Rise in Price 

Of New Aluminum 
Aluminum Co. of America has 

boosted the price of aluminum in 

pig and ingot form by % to 1 cent 

a pound. Company officials traced 


the increases to “recent wage in- 
creases to hourly workers and the 
greater cost of materials and ser- 
vices which have been borne by 
the company over an extended peri- 
od of time.” 

Other increases have been prom- 
ised in prices of sheets, bars, rods 
and other shapes processed from 
ingots. 





KenRubber Tile 
Prices Advance 

The price of standard gauge 
KenRubber tile will be increased 
about 8 pet, effective Aug. 1, by 
the maker, Kentile, Inc. The in- 
crease applies only to the standard 
gage KenRubber line including the 
9”’x9”, 6”x6” sizes and Feature 
Strip. 
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ADJUSTABLE 


PROVEN MERCHANDISE 





Eliminate your display problems. Speed up your sales with 
adjustable displayers that will sell. Displayer sturdily 
constructed of both wood and plywood. Enameled ivory 
background. Natural finish platforms and oak exposure. 
Available in following sizes at NET prices. F.O.B. factory. 
Taxes if any extra. 


No. G4538 double side. 4 x 8 ft. with 10, 12, and 


PP MIE vicnbasccncceccoeenes $154.30 
No. G4534 double side. 4 x 4 ft. with above glass 
SEY suGditetactvassecesossenantens 99.75 


Overall Height 52" on all Merchandisers. 


Write for complete HELLER STORE 
FIXTURE Catalog No. AA. 


W. C. HELLER & COMPANY 


MONTPELIER, OHIO 
































KEEP PROFITS ‘‘ROLLING’’. 


ALLIED / 
WHEELS 


For HOBBYISTS and 
HOME CRAFTSMEN 


@ Year around profitable, 
fast-selling ALLIED Wheels 
—solid and semi-pneumatic 
tired — for all sorts of home 
craft projects. Available for 
DEALERS in handy display rack assortment, pop- 
ular sizes. Ask your jobber or write for details. 


AVAILABLE THROUGH LEADING JOBBERS 


MANUFACTURERS 


If you make a product that “rolls” — 
seeders, lawn mowers, sweepers, 
carts, etc.—get prices NOW on 
ALLIED Wheels. Priced right, 

finest quality, produced 

to meet your engineer- 
ing and delivery 
requirements. 


With 
RUBBER TIRED 
METAS BIS 








ALL SIZES AND KINDS 
ALLIED WHEEL PRODUCTS, INC. 


29 BROADWAY e TOLEDO 4, OHIO 


Representatives And Warehouses In Principal Cities 
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simply terrific! 


simply because it’s 


simple to use! 


oe Cl 
@ Guaranteed by > 
Good Housekeeping 
P45 aortas” ares 






















. TORRINGTON 


BiUE STREA 


WALL TYPE CAN OPENER 


cs 


Acclaimed by those who know, at the Housewares 
Show, Blue Streak took blue ribbon honors for its 
ease of operation — foolproof construction — posi- 


tive dual gear drive — special tool steel cutting 
blade — positive locking lever and magnificent 
packaging! 


SIMPLE TO USE! 


Bive Streak opens cans in two less operations than ordinary 
wall types. When locking lever is in normal position, cutter 
is open — ready to receive can. Housewife simply inserts can 
and pulls lever forward. When can is opened, she pushes 
lever back (out of the way) and can is released! Opener is 
now ready for next can! 

In many wall types, the cutter is closed when locking lever is 
in normal position — thus requiring two additional operations. 


SIMPLE TO SELL! 


Test it and you'll dis- 
cover why Blue Streak 
is better designed and 
properly priced for fast 
turnover. And remem- 
ber — Blue Streak’s 
handsome, new pack- 
age has plenty of eye 
and buy appeal — 
backed by powerful 
dealer merchandising 
and national advertis- 
ing to guarantee pre- 
selling for you! 


OTHER TIME-TESTED 
T & S KITCHEN TIME SAVERS 


Superwhirl Die-cast Beater @ Bluewhirl Ball Bearing 
Beater © Westco 66 Household Can Opener ® 
Star Can Opener © Grapefruit Corer ® Monarch 
Knife Sharpener 








Housewares Buying 
Strong at July Show 


Activity at the annual mid-sum- 
mer housewares show in Atlantic 
City, the week of July 13, exceeded 
the expectations of most exhibitors. 

While most of the nationally ad- 
vertised lines that were shown are 
distributed through wholesale chan- 
nels, the amount of business writ- 
ten at the show indicated that 
stores are expecting strong trade 
for the latter part of the year. 

The attendance of about 6,000 
buyers from all parts of the coun- 
try, Canada and some foreign 
countries exceeded last summer’s 
attendance by about 400. 


More Promotional Material 


The show was marked by an un- 
usually heavy amount of promo- 
tional and display material. The 
self-serve trend in merchandising 
was reflected in scores of new dis- 
play fixtures and_ self-contained 
display packages. 

Many manufacturers deplored 
the fact that they were being “held 
up” for advertising appropriations, 
more so than at any time in the 
past. 

It seems, some of the exhibitors 
complained, that every large store 
or chain of stores will have a 
Christmas catalog in which leading 
manufacturers are expected to be 
represented. 

Because the show was held a 
week later than last year, buyers 
were in a better position to know 
their requirements as they had re- 
ports on the mid-year inventories 
of their companies. 

The number of new items of 
merchandise was remarkably small 
at this show. However, there were 
many products which were first 
shown in hand-made models at the 
January Housewares show in Chi- 
cago and which are just now going 
into full production. 

Many exhibitors commented that 
they had a hard time convincing 
buyers that their production has 
been almost completely committed 
for the year. 

Other makers of some popular 
numbers stated that for several 


years they have not been able to 
produce enough to satisfy the de- 
mand. 
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Consumer Mailers 


New Wholesalers’ Aids for Dealers’ Use 


Shapleigh Promotion 
Complete With Aids 


The new fall 4-page newspaper 
type circular of the Shapleigh 
Hardware Co., St. Louis, contains 
80 items of merchandise with prices 
ranging from 19¢ to $32.95. 

There are two special coupon 





items designed to get the customer 
into the dealer’s store. 

For $5.95 the dealer is offered an 
advertising kit containing window 
streamers, valances, double pen- 
nants, window cards and price 
cards for the “Fall Pow-Wow of 
Values.” Newspaper mats are sup- 
plied free and a set of suggested 
radio spot announcements. 

The Shapleigh company has also 


printed its 16-page Christmas gift 
selection booklets for use of deal- 
ers, available at a cost of $5.75 per 
hundred. 


Worthington Catalog 
Of Toys, Gifts Issued 

The Geo. Worthington Co.’s new 
1953 Toy and Gift Catalog is bound 
in an atractive red and green cover 
and contains 173 pages illustrating 
and describing toys, housewares, 
cutlery, sporting goods and electri- 
cal appliances. 

According to W. D. Campbell, 
sales manager, it is the largest toy 
and gift catalog produced by the 
company in recent years. Distribu- 
tion is being made through Worth- 
ington salesmen. 


Janney Circular 
Ready for Fall Use 


The Fall Value Days circular 
has been printed for dealer use by 


Janney, Semple, Hill & Co., Minnea- 


polis hardware wholesalers. Deal- 
ers will distribute them shortly in 
advance of the sales period which 
has been set for Sept. 17 to 26. 

Green, red, yellow and black are 
the dominant colors in the news- 
paper-sized circular which includes 
items for every member of the 
family, with special emphasis on 
tools and equipment for Fall clean- 
up and fix-up work. 





Promotions 


Manufacturers’ New Merchandising Plans 


Egg-Beater Turn-in 
Offer on Waring Mixors 


Waring Products Corp., subsidi- 
ary of Claude Neon, Inc., is con- 
ducting a promotion on its portable 
electric mixers during July and 
August. 

It permits dealers to offer a $2 
allowance on any type of mixer or 
egg beater when traded in against 








a new electric Waring Mixor which 
retails for $19.95. 


Columbian to Promote 

Home Workshop Vises 
The Columbian Vise & Mfg. Co., 

Cleveland, will promote two of its 


Home Workshop vises, Models 
D483% and D44, in the irha “Do- 








HARDWARE AGE, AUGUST 6, 1953 











{t-Yourself 

The vise 
Life adver 
mote the } 
extensive | 
tion advert 


Consume 
On Rid-. 

The J. R. 
Minn., will 
and sales 
products w 
on the Rid- 
able All St 

The cam] 
in Septem 
Ladies Ho 
man’s Day, 
dens, Good 
and What’s 


Announc 
On Cour 


Plans fo 
of Counsel 
fall and wi 
biggest na 
paign in | 
were anno 
Co., Rockfc 
City House 

Concentr 
November : 
lights of t 
two-color f 
Evening P 
half-page i 
issue of th 
half page 
Better Hon 
Beautiful, 
Sunset. 

A compl 
dealers’ use 


‘Tool-at- 
Set for 


A “tool-a 
making tl 
power tool, 
cessible to | 
families an 
buying, has 
Delta Powe 
well Mfg. ( 

By utili 
will receiv 
throughout 


KARDWAR! 









tmas gift 
> of deal- 
$5.75 per 


og 

ed 

Co.’s new 
r is bound 
een cover 
lustrating 
usewares, 
id electri- 


Campbell, 
irgest toy 
d by the 
Distribu- 
h Worth- 


circular 
er use by 
, Minnea- 
rs. Deal- 
shortly in 
od which 
to 26. 
black are 
he news- 
1 includes 
r of the 
yhasis on 
‘all clean- 


mm 


or which 


ote 
es 


Mfg. Co., 
vo of its 

Models 
ha “Do- 


* 6, 1958 








{t-Yourself” fall program. 

The vises will be included in 
Life advertising which will pro- 
mote the program, as well as in 
extensive hardware trade publica- 
tion advertising. 


Consumer Campaign 
On Rid-Jid Tables 


The J. R. Clark Co., Spring Park, 
Minn., will intensify its advertising 
and sales promotion of Rid-Jid 
products with additional emphasis 
on the Rid-Jid Knee Room Adjust- 
able All Steel Ironing Table. 

The campaign, scheduled to start 
in September, will include ads in 
Ladies Home Journal, Life, Wo- 
man’s Day, Better Homes & Gar- 
dens, Good Housekeeping, Parents, 
and What’s New in Economics. 


Announce Ad Program 
On Counselor Scales 


Plans for an impressive program 
of Counselor Scale advertising for 
fall and winter, claimed to be the 
biggest national advertising cam- 
paign in bathroom scale history, 
were announced by the Brearley 
Co., Rockford, Ill., at the Atlantic 
City Housewares Show. 

Concentrated in the months of 
November and December, the high- 
lights of the campaign will be a 
two-color full page ad in Saturday 
Evening Post for Dec. 12 and a 
half-page in color in the Nov. 28 
issue of the same magazine. Other 
half page ads will run in Life, 
Better Homes & Gardens, House 
Beautiful, Good Housekeeping and 
Sunset. 

A complete promotional kit for 
dealers’ use is being prepared. 


‘Tool-at-a-Time’ Plan 
Set for Deltashop 

A “tool-at-a-time” plan, aimed at 
making the new multi-purpose 
power tool, the Deltashop, more ac- 
cessible to low- and medium-income 
families and better geared to gift 
buying, has been developed by the 
Delta Power Tool Division of Rock- 
well Mfg. Co. 

By utilizing the plan, which 
will receive extensive promotion 
throughout the summer and fall, 
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Don’t Miss the 


GAS HEATER 
Hit of the Year 


“The ; 































® 8 Fully Vented Heaters 
15,000 BTU to 85,000 BTU 

@ 22 Unvented Heaters 
10,000 BTU to 50,000 BTU 


Every Martin Heater is 
AGA Approved for Nat- 
ural, Liquified and Manu- 
factured Gases 


Write your jobber or 
direct for complete 
catalog 












Over 
45 Years Stove 
Experience 









































Sharon 


. = These 2 refillable assortments REFILLABLE 


‘ai ' ASSORTMENT 
— will give you a complete No. CM 828 
A chrome plated wood 
CHROME PLATED 
No. CW 1988 screw and ma- 


STEEL MACHINE SCREWS 
AND NUTS 


©12 Sizes Round Head 
Screws and Hex Nuts 


© Sizes from 6/32 x Ye te % 
(20) x 2 
© 828 Screws and Nuts 


Ask your jobber or write us 


CHROME PLATED eat 


STEEL wood SCREWS department 


e 8 Sizes Round Head 
© 8 Sizes Oval Head 
© 1988 Steel Wood Screws 


© Sizes from Ye x 4 to 24% x 8 
R.H.; % x 4 to 1% x 6 Oval 
Head 





SN A} ; 
Shavot Bott and, SoHE! Co. Foster: 10 Wass. 
Qe Poa 
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c 


ATOMIZER SPRAYERS 


— ranging from 4 or. to 
1 qt. capacity 


CONTINUOUS 
SPRAYERS 


— capacities from 1 pint to 3 aqfts. 










DUSTERS 


— with capacities of 1 pint to several pounds. 


COMPRESSED 
AIR 
SPRAYERS 


MANY MORE MODELS— 
AS NEAR TO YOU 
AS YOUR LOCAL JOBBER 


. +. made by the most progressive sprayer 
company. Prices allow for full 50% mark-up. 
Nearest Jobber’s name on request. 





METAL PRODUCTS CO. 
SARANAC, MICHIGAN 
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customers will be able to obtain 
the four basic tools which make up 
the Deltashop over an extended 
period of time. 

The first package, consisting of a 
tilting arbor circular saw, will also 
include the basic Deltashop stand. 
The other three components, a 
jointer, drill press and a sander, 
which can be purchased at any 
time a customer’s budget will per- 
mit, fits on the stand. 

The “tool-at-a-time” plan was 
originally introduced as a special 
Father’s Day promotion, according 
to E. W. Ristau, vice president in 
charge of Delta sales, who reports 
hardware retailers responded well. 

An advertising program has been 
worked out for hardware retailers 
at the local level and special point- 
of-purchase displays have been pre- 
pared. 


Hotpoint Will Stress 
Dishwasher Utility 


The utility value of the auto- 
matic electric dishwasher will be 
played up in a new advertising cam- 
paign of the Hotpoint Co., which 
will use the New Yorker, Time and 
Holiday magazines. 

The ads will run about once a 
month and will be short, not more 
than 80 words of copy, presenting 
the dishwasher in terms of modern 
living. 

Gordon G. Hurt, Hotpoint adver- 
tising manager, said that there 
has long been a mutual agreement 
among appliance manufacturers 
that a new approach is needed if 
a high profit item like the dish- 
washer is to take its place among 
the big appliance sellers. 


Garroway Heads 
O-Cel-O's Ad Program 


Dave Garroway will inaugurate 
the biggest advertising campaign 
to date for O-Cel-O’s line of cellu- 
lose sponges. In addition, ad plans 
for the fall include regular use of 
leading women’s magazines, Sam 
Hayes on ABC Network radio, Life, 
newspapers and tie-ins with Gen- 
eral Mills’ Betty Crocker. Point- 
of-sale material includes a new 
floor display bin. 





Telechron Ads Stress 
Timing by Electricity 

The fall and winter advertising 
schedule of Telechron Department, 
General Electric Co., Ashland, 
Mass., calls for a full-color page or 
double spread every week between 
late August and Dec. 12 in Life, 
Saturday Evening Post or Better 
Homes & Gardens. 

The sales story of each clock ad 
is based on the theme, “The best 
time to go by . . . modern electric 
time.” Repetition of this theme is 
expected to open the minds of 
prospects who have been spring- 
wound clock adherents. 

The company’s new advertising 
strategy is based on surveys that 
show that 16,400,000 wired homes 
in America have no electric clock 
and 14,000,000 homes have only one 
electric clock, and that there is a 
potential of 84 million electric 
clocks by building ownership to a 
minimum of three electric clocks in 
every wired home. 


Dayton Pump Sets Up 
Sales Training Program 


A “customized” sales training 
program for Rapidayton whole- 
salers and their customers is being 
developed by the Dayton Pump & 
Mfg. Co., Dayton, O. 

Gates Thruston, who has been 
appointed sales training instructor, 
will either conduct sales training 
schools at the Dayton Pump plant 
for wholesalers and their custom- 
ers, or hold such schools in the 
field, whichever is preferred or 
most convenient. 

Training will be based on the 
experience of the various groups. 
Some may want or need basic 
courses while others may be inter- 
ested in more specialized courses 
which will be developed. 


Northern Blankets 
To Be Advertised 


For the first time in its 41-year 
history, the Northern Electric Co.. 
Chicago 25, will advertise to con- 
sumers its line of Northern auto- 
matic electric blanKets and sheets, 
this Fall and Winter. 

A four-color page showing blan- 
kets and sheets will spearhead the 
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There’s Big Demand for This 
Imperial Folding Boat Seat 











Here's a low-cost fast- 
selling item that will 
lure many a sportsman 
into your store. Adapt- 
able for use in launches, 
row boats and canoes, 
this Imperial Folding 
Boat Seat brings com- 
fort to your customers 
—quick profits to youl 

















Lightweight, compact, easy to carry. Seat and back rest are 
heavily padded with felt and upholstered for comfort, with water- 
proof art leather. Serviceable also as a comfortable bleacher 
or grandstand seat. 


ORDER YOUR STOCK NOW ON THIS SURE-FIRE SELLER. 
WRITE FOR PRICES! 


IMPERIAL BIT & SNAP CO. 


RACINE, WISCONSIN 





IW II IY Uy WW HUB OW 
Increase Your 
PROFITS 
by Selling 
FLOWER BULBS 


Flower Bulbs carry a good margin of profit for 
you. Cash in, now, on the increasing demand for 
these bulbs. 


Because we carry in stock over 800 different 
varieties of imported flower bulbs grown in our 
own nurseries in Holland, you no longer have the 
problem of pre-ordering and the possibility of over 
stocking is eliminated. Bulbs can be ordered in any 
quantity for immediate shipment as you need them. 





Complete advertising and merchandising helps 
are available for your use—colorful catalogs which 
give your customers complete information about 
the many types of bulbs—newspaper mats—bril- 
liantly colored posters and streamers for your Lawn 
and Garden Section. 


Write today for complete information and prices 


VANHOF & BLOKKER Ine. 


In Business 85 Years and Still Growing 
8 COGSWELL ST., IPSWICH. MASS. 


P. O. BOX 231 TELEPH. IPSWICH 6 
Nurseries at Limmen, Holland 


IU COCA LILI I I CU CU CY 




















A BIG SELLER hecause 


It has a Hundred Uses 
= Sheffield 


| SHEFFIELD SH 


St heffield Wwe ER 
ak Ay b 
Wie PUTTY 


/ CRACK FILLER 
Wa @ Sticks to Anything 
@ Mixes Easily with water 
..» Will Not Shrink 
Crack Filler @ Becomes Hard as Stone 









thing! Adheres permanently te 
Sheffield Z Bronze stone, Gin, Gash oe ae 

faces and dees « perfect patch- 
VE Ramage) & tel y-Balel.| ing and smoothing job! Feature 
CLEVELAND 19, OHIO pF ey eg 
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HARDWARE 
CLOTH ... every 
wire round and 
true to gauge . 
uniform mesh .. . 
free from bulges 
. . Straight sel- 
vage .~. . heavily 
and brightly gal- 
vanized the 


Wright way. A 


Wright product 


all the way from 


rod to you. 


if WIRE CO, 
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HERE'S WHY FARMERS 
BUY THESE ITEMS 


CALFeeder’s NEW 

Milk-Saver 
Feature 
Permits 

Full Drainage! 


CALF GETS 
ALL THE MILK. 








eZ 


CALFEEDER 


With the CALFeeder Nipple Pail more 
calves survive the hazardous first eight 
weeks. Steel bracket holds pail in cor- 
rect position for calf, saving time and 
labor for the farmer. Two sizes, 8 qt. 
and 12 qt. to fit all requirements. 


REMEMBER—There’s only one 
genuine CALFeeder Nipple Pail. 
When ordering insist on this name 
—"“CALFeeder Nipple Pail.” 














Nationally Advertised In 
Leading Farm Magazines 


THE “MULTI-FIT” 


LOCK-ON 








Te Fuel 


Fits All Tractor Filler Necks 


The safest tractor funnel on the market 
—fast and non-tip— equipped with re- 
movable fine mesh screen. Farmers like 
the patented Multi-Fit LOCK-ON fea- 
ture, because it saves time, work, fuel. 


GENERAL METALWARE COMPANY 


Minneapolis 13, Minnesota 












effort. Follow-up ads will be two- 
thirds and half-pages plugging 
both items. The list of publica- 
tions includes House Beautiful, 
Saturday Evening Post, Good 
Housekeeping, Better Homes & 
Gardens, Parent’s Magazine, House 
& Garden, Sunset and Holland’s 
Magazine. 

According to Dud Woodman, 
who heads sales and advertising, 
“More than 1,000,000 people sleep 
under Northern-made bed cover- 
ings and it’s time we told America 
about it. We are one of the very 
few basic manufacturers of elec- 
tric blankets, sheets and heating 
pads and can offer retail buyers the 
widest selection of electric bed cov- 
erings in the business.” 


Ekco Offers Special 
Promotions for Fall 


The advertising and promotion 
budget for Ekco Products Co. of 
well over $500,000 for the last six 
months of the year is the heaviest 
in the history of the company. 

The budget calls for a total of 
391 advertisements in 102 publi- 
cations. 

The new program provides for 
larger space, including double 
spreads in five national magazines 
and for continued use of Sunday 
newspaper supplements. 

Five promotional assortments of 
some of its best selling gift-pack- 
aged items are available only until 
Aug. 81, and include free goods 
that give the retailer additional 
profit of 5 to 7 pet on the assort- 
ment. The purpose of the promo- 
tion is to encourage retailers to 
stock and display packaged gift sets 
earlier in the season. 

The five promotional assortments 
include Flint cutlery sets, Flint 
food mixers, Flint kitchen tool sets, 
Keepsake pattern stainless steel 
flatware and Ekco popular-priced 
kitchen tool sets. 


Prices Advanced On 
G-E Range Line 

Price increases ranging from $5 
to $20 have been announced for 11 
models in the General Electric 
range line, effective July 20. 


(Resume reading on page 15) 



































































Continuous Sprayer 


World's most beautiful copper, continuous 
sprayer. Pr. and Qr. (39 ounce) sizes 
listening. solid copper tank. . Pump barrel 
is highly pol. 
ished, seamless 
brass. Modern 
design. Sturdy 
construction. 
Twin nozzles for 
spraying fine 
fog mist straight 
ahead or at any 
angle. Sprays 
any liquid. Pop- 
ular, year ‘round 
seller. 
For 65 years 
F. Smith sprayers 
= and dusters have 
been outstanding 
in design, con- 
As Advertised inHouse& = Struction and 
Garden and House Beautiful Performance. 


D. B. SMITH & CO. 


426 Main St., Utica 2, N.Y. 
“Originators of Sprayers” 
Canadian Rep. G. L. Cohoon 
Stonley St., Montreal 2, Canade 













































The World's Best 
Selling 


RODS 


| In Glass or Steel 







See Them at the National 

Fishing Tackle Show in 

Chicago, August 9 to 14 
IN BOOTH 14 


PREMAX PRODUCTS 


DIVISION CHISHOLM-RYDER CO., INC. 





5321 Highland Ave., Nicgore Falls, N. Y. 
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NEW MONEY-MAKER 


Glo-Torch 


AUDLOW ELECTRIC PAINT REMOVER) 















CHECK THESE SALES POINTS 


e Sturdy, extra long life, unconditionally guaranteed. 
Stainless steel with sharpened blade 34” wide. 


DEALERS. . . FREE TRIAL! 


@ Glo-Torch blisters and removes the most stubborn Nationally advertised Glo-Torch, fastest- 
paint in one operation. Largest surface coverage of 


A selling electric paint remover ot 
any electric paint remover made. One-hand operation. me = n the market 


today, is also the most profitable to dealers 
© Lightest weight, only 134 lbs. Anyone can use the because of extra discounts. We will send 
Glo-Torch. Safer, no open flame. a < 
you one for your inspection and approval. 
@ 1000 watts, 110 volts AC/DC, uses only one kw per Test it. . . let your customers test it. If 


fuse. Coil red- i : 
Bart mes, Sat nat eS eormates, you agree it is the best, we will bill you at 


@ Heats asphalt tile faster than blow torch for easy the dealer discount price. Otherwise simp- 


cutting. All heat concentrated on working surface. ly return the Glo-Torch, and fo charge will 


@ Retails at $10.95 with maximum discounts to be made. Write to Ludlow Products Corp., 
dealers. Nationally advertised. 1416 Broadway, Schenectady 6, N. Y. 
CAUTION 

Do not confuse Glo-Torch with 
inferior paint-removing tools. The 
original and only Glo-Torch is 
made by Ludlow Products Cor- 
poration. 





* LUDLOW PRODUCTS ARE BETTER 


UDLOW PRODUCTS CORPORATION 


1416 Broadway Schenectady 6,N.¥ 
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NEW PLASTIC TUBE 
SELLS ITSELF! 


CASH IN 


on tue BIG pemanp ror 


SHELTON 

















DOUBLE 
POINTS 


A 


COPPER 


RIVETS % <6 


CREATE FASTER TURNOVER 


4 DOZEN 
P LAS-T-CAP mi Dest LAY 
THUMB TACKS 
WITH A SHOW THEM! 
TACK LIFTER ON EVERY BLOCK SELL THEM! 








Available SHELTON TACK CO., SHELTON, CONN. 
from HOLLAND MFG. CO., BALTIMORE 31, MD. 








NEW! SELF-SERVICE ISLAND 
300% More Selling Space 


FLEXO - SPACE, 

the new Low- 

Priced Self - Ser- 

vice Island gives 
you 300% more 
selling space than 
the conventional 
flat-type counter 
in the same floor 
area. With 
FLEXO - SPACE 
you will enjoy 
Increased Sales 
through Self-Ser- 
vite, Mass Dis- 
play, Increased 
Selling Space 


ibility. 
INCREASE 25% 
AND MORE. 
FLEXO-SPACE is a complete Island. No obstruction on 
the ends to prevent customer shopping. Your customers 
shop on all 4 sides from 5 large Self-Service shelves. 
FLEXO-SPACE takes only 124% Sq. Ft. of floor area, yet 
you get 50 Sq. Ft. of selling space. You sell more mer- 
chandise because you can display more. The middle 
shelves can be raised or lowered every 2” within the 
13 adjustments. Heavy steel tubular supports for rigidity. 
Neutral finish to blend in or match other fixtures. Shipped 
K. D. for lowest freight rate. Write for FREE catalog on 
FLEXO-SPACE and other Self-Service Fixtures — Today! 


ADD SALES COMPANY 


724 Commercial St. Manitowoc, Wis. 
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Classified Opportunities Section 





Ci 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, maximum, 50 words........... $5.00 
Each additional word........... 10 


Positions Wanted 
(Special Rate) set solid, maximum, 
SPD « cbt saddsivalienane ouside venconed 
Each additional word........... 
Allow Seven Words for Keyed Address 
or Your Address 





BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive i of Boxed Display Ads. 
Cuts or special borders not accepted. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


CLASSIFIED ADVERTISING RATES 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








MANUFACTURERS 
REPRESENTATIVES WANTED 


Aggressive men calling on wholesale hard- 
ware, heavy hardware and large depart- 
ment stores in the U. S., Canada and 
Mexico. New Patented Garden Tool, 
Magic Sanitary Litter Picker. Patent has 
been adjudicated. Unlimited field, no 
competition, will sell on sight. Great la- 
bor saver, any man, woman, child or even 
a@ one arm man can operate this tool as 
efficiently as any person with both hands. 
Large volume. Protected Territory. Full 
details furnished on request. Please state 
Territory covered. 


Address Box B-243, care of monewnes AGE 
100 East 42nd Street, New York 17, N. Y. 








ESTABLISHED MANUFACTURER OF 
COMPLETE LINES of Plumbing Brass Goods 
—Cast and Tubular—desires established Manu- 
facturers’ Representatives to call on Plumbin 
Outlets, Mill Supplies, Hardware Stores, Ter 
tories open for men living in area of Chicago, 
Detroit, Milwaukee, Pittsburgh, ‘ie ~ rt. 
Louis, Philadelphia, Washington, D. C. State all 
details. Address: Box B-348, care of HarDware 
Ace, 100 East 42nd Street, New York 17, N. Y. 


REPRESENTATIVES WANTED 


Established manufacturer of a full line 
of Steel Pipe Nipples seeks agents calling 
on the Wholesale Hardware Jobbers. State 
clearly territory covered. Most territories 
open. Our line consists of small assort- 
ments and bulk. 

Address Box 68-320, care of pAnewane ae 

100 East 42nd St., New York 17, 











EXCLUSIVE PROTECTED TERRITORIES 
OPEN ON nationally advertised Mak-O-Washer 
to agents calling on hardware distributors, dealers 
and plumbing supply houses. Unique demonstra- 
tion sells eight out of ten on first call. Excellent 
fur opening new accounts igh vi te 
peat business. Address Bux  A-870, care of 
Ilarpware Ace, 100 E. 42nd St., New York 17, 
N. Y. 





WANTED MANUFACTURERS'- REPRE- 
SENTATIVE TO WORK Strictly on a com- 
mission basis, calling on the retail lumber and 





building trade, selling a line of conventional 
and tubular lock and latch sets. Address: Box 
B-302, care of Harpware Acz, 100 E. 42nd 
Street. New York 17, N 

RUBBER PLANT LOCATED IN N. Y. 
metropolitan area, not represented in this field 
is seeking salesmen or sales organizations that 


have proper contact with either chains, jobbers, 
or department stores to sell housewares or hard- 
ware rubber items. We will manufacture any 
rubber article with national sales potential. Please 
include in your reply type trade and territory 
you cover, lines you carry, and description of 
rubber articles you can sell. All replies held in 
strictest confidence. Address: Box B-338, care of 
a Acez, 100 East 42nd Street, New York 
17, 





MANUFACTURERS REPRESENTATIVES 
CALLING ON HARDWARE STORES, De- 
partment stores, drug stores, furniture stores, 
auto supply and seed stores to sell world’s lowest 
price quality power lawn mower. Must have 
excellent established contacts, top volume or- 
ganizations. Write givings present status and 
- pertinent data. P. O. Box 966, Sioux City, 
owa, 





ESTABLISHED MANUFACTURER OF 
PATENTED QUALITY valves, pressure regula- 
tors, heating control units, relief valves and other 
brass Plumbing Contractors and Retail Hardware 
Stores in Ohio, Pennsylvania, Tennessee, Mich- 
igan, Indiana, Illinois, Wisconsin, West Virginia, 
New York. No objection having limited non- 
competitive lines. 10% commission. Confidential. 
Address: Box B-360, care of Harnware AcE, 100 
East 42nd St., New York 17, N. Y. 
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NEED A GOOD HAND TOOL LINE? 


Well established, nationally recognized old line 
manufacturer of hand tools for the building 
Trades Mechanic is interested in receiving ap- 
plications from reliable agencies who cover 
the Southeastern States—from Virginia to the 
Gulf—and South Atlantic Seaboard west to 
the Mississippi River. 


Essential that representative be familiar with 
the buyers of this , Products classification for 
the rec outlets in area out- 
lined. Must be able to be investigated and 
recommended. Prefer man or organization of 
men not over forty. Every application will 
be acknowledged and thoroughly considered. 





Address Box 8-353, care of HARDWARE AGE 
100 East 42nd Street, New York (7, N. Y. 











WANTED — PROMINENT 
PAINT BRUSH ufacturer has open terri- 
tories for successful sales producer. Prefer men 
now calling on paint, hardware, lumber dealers 
and industrials. Drawing account against good 
commissions. Will also consider side line man or 
Address: Box B-280, care 


SALESMAN 


manufacturer’s agents. 





of Harpware AGE, 100 East 42nd Street, New 
York 17, N. Y. 
SALESMEN WITH ESTABLISHED FOL. 


LOWING AMONG Hardware and Sporting 

is Stores, to sell as side line, compact line 
now ready. State experience, reference and terri- 
tory covered in first letter. CINCINNATI HAT 
& CAP CO., 224 E. 8th St.. CINCINNATI 2, 
Ohio. 


MANUFACTURER OF EXCELLENT LINE 
OF FARM electric fence products has several 
territories open for high quality representatives 
who have established, old line accounts with 
hardware wholesalers. Line is priced competitive- 
ly. When replying give full particulars to in- 
clude territory, lines carried, etc. Address: Box 
B-352, care of Harpware Ace, 100 East 42nd 
St., New York 17, N. Y. 








WANTED: MANUFACTURER’S AGENT 
BY WELL ESTABLISHED manufacturer of 
Locks, Leck Sets and General Line of Builders’ 
Hardware. Territory available—Minnesota, North 

Dakota, South Dakota, Nebraska and Iowa. Ad- 
dress: Box B-340, care of Harpware Ace, 190 
East 42nd Street, New York 17, N 








MANUFACTURER’S AGENT WANTE 
STRONG SIDELINE of lamps, smokers a 
novelties to supplement your main line. Chicago 
company in business since 1928. Line pays 10% 
commission. Expanding outlets. Write for terri. 
tory. Address: Box B-349, care of Harnwane 
Acg, 100 East 42nd St., New York 17, N. Y 


BELT DRESSING SALESMEN 


Experienced men now calling on Retai! 
Hardware, Implement, Lumber Dealers 
and Industrial accounts; Non-conflicting 
side lines permitted. Liberal commissions. 
Territories and re-orders guaranteed, 
Company established since 1880. We also 
manufacture Metal Sponges, Waterless 
Hand-Soap, and Penetrating Oil. Many 
good territories still open. For details 
write: 


ROCKWOOD BELT PULL MFG. COMPANY 
1125 W. Lake St., Chicago 7, Ill. 














WANTED MANUFACTURER’S'- REPRE. 
SENTATIVE. Profitable exclusive territories 
available to representative calling on hardware 
wholesalers, houseware buyers, department stores, 
etc., to sell packaged aluminum awnings. Give 
details about yourself and territory. Address 
Box B-357, care of Harpware AGe, 100 East 
42nd Street, New York 17, N. Y 





Want one substantial additional line for lowa, 
Missouri, Nebraska, Kansas. Seventeen Years back- 
ground. This area with Hardware and Mill Supply 
Distributors. Welcome full examination my con- 
tacts and ability. 


Hiram A. Myers Co., Manufacturers Representatives, 
21 Linceln Place Drive, Des Moines 12, lowa 











REPRESENTATIVES WANTED TO SELL 
COMPETITIVE line of Paint. Territories open 
along Eastern Seaboard. Address: Box B-34?, 
care of Harpware Ace, 100 East 42nd St, 
New York 17, N. Y. 


AGGRESSIVE COMMISSION SALESMEN 





| WANTED HAVING established clientele among 


| hardware retailers and jobbers. Kentucky and 
Mississippi now open. Established tcol manu 
facturer. Exclusive territory. Address: Box 
B-337, care of Haroware Acr, 100 East 42nd 
Street, New York 17, N. Y 











SALESMEN WANTED 


Wholesaler of standard brands of Mechanics’, 
Carpenter, Mason and Electric tools, Builders 
& Shelf Hardware, Garden tools and equip- 


ment, desires experienced men only with fol- 
lowing in New Jersey, Long Island, New En- 
Washington, 


re Pennsylvania, Westchester, 
C., Baltimore Areas. 








Address Box B-310, care of HARDWARE * ae 
100 East 42nd St., New York 17, N. 
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Accounts Wanted 


Accounts Wanted 


Accounts Wanted 








A WELL ESTABLISHED SALESMAN 


SELLING for a psint brush manufacturer and a 
dog furnishings manufacturer to the independent and 
chain variety stores and better type retail hardware 
stores in eastern and central Pennsylvania, New Jersey, 
Maryland and Washington is interested in securing 
one more fast mov line. Manufacturers only. 


Address Box 8-344, care of HARDWARE “oe. 
100 East 42nd Street, New York 17, N. Y 








CHICAGO — ILLINOIS — WISCONSIN 


Top-flight sales organization with strong 
tool buyer following now open for one 
more good line. 


Address Box B-35i, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











penueacs eee REPRESENTATIVE 
CALLING ON RDWARE DEALERS 
wants one we “eo for coverage in Ohio. 
Have over 300 active dealers. Prefer item re- 
tailing for $25.00 or over with year round or 
spring and summe: appeal. To be assured of con- 
stant thorough coverage write: Address: Box 
B-361, care of i Ace, 100 East 42nd 
Street, New York 17, N. Y 





MANUFACTURERS REPRESENTATIVES 
CALLING ON HARDWARE, Mill Contractor 
and Plumbing Supply Distributors throughout 
New York and New Jersey want additional lines 
for these distributors. Intensive, aggressive and 
alert coverage. All replies confidential. Address: 
Box B-326, care of Harpware Ace, 100 East 
42nd St., New York 17, N. Y. 


WEST COAST 


Well Established representation. 20 years in 
hardware and housewares, warehouse, shipping 
and billing facilities also available. Please 
write for references or check & B. 
ROBERT H. CLARK COMPANY 
Industrial District Beverly Hilis, Calif. 














I route ry TO REPRESENT A MAN- 


UFACTURE. AN established product to sell 

Hardware hy Mil Supply Distributors, a 
large ——- in New York State (except N. 

a ar where I have consistently tT 

over twenty years. These friendly 

te ahould prove of value to anyone requir- 

—— services. Address: Box B-329, care of 

Hispwans Acz, 100 East tznd Si St., New York 17, 





HARDWARE COVERAGE 
pe OUTHEASTERN STATES 


uy capebte cates personnel, with 
threo k Knowte —y 7y and of senoral B hardware 
eed one or two good accounts. Com- 
- Fo oy 


oy ny ee Inc. 











2891 N.W. 75th » Florida 
Established: 1945 
MANUFACTURING REPRESENTATIVE 


TRAVELING STATE OF Pennsylvania desires 
one additional hardware or houseware line. Ad 
dress: Box B-346, care of Harpware Acg, 100 
East 42nd Street, New York 17, N. Y. 





_MANUFACTURERS’ REPRESENTATIVES 
ESTABLISHED FORTY YEARS on West 
cast, traveling four salesmen, covering eleven 
Western States, soliciting wholesale distributors, 
enly, desire additional line, nes nationally 
known mechanical tools with large volume po- 
tential. Would be interested in garden and lawn 
equipment. Address Box B-354, care of Harp- 
ny Ace, 100 East 42nd St., New York 17, 
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NATIONAL DISTRIBUTORS 
Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York © Philadelphia © Detroit 
Cleveland © Louisville 
Covering all classes of jobbers. We will carry 
the accounts or you can bill direct. 
Write for further information and references. 











LINES ANTED — MANUFACTURERS 
AGENT COVERING Florida, North and 
South Ca: Vi in adding to 
— li 

— h class 
lines only” conside Address: Box B-322, care 


of Harpwarg Acz, 100 East 42nd Street, New 
York 17, N. Y. 





MANUFACTURERS REPRESENTATIVE 
SERVICING THE WHOLESALE 


Hardware & Industrial Supply Distributors in 
the Southeastern States desires one additional 
line of Hardware. (No imports) am only in- 
terested in Standard Merchandise, and a well 
rated Mfg. Address reply to Eugene 8B. Cald- 
well, P. O. Box 3151, Greensboro, N. C. 











MANUFACTURERS REPRESENTATIVE 
CALLING ON HARDWARE, electrical, and 
lumbing jobbers in Minnesota, Wisconsin, Da- 
— and Montana desires one or two quality 
lines. A. E. Hinnenthal, 419 E. Plymouth Circle, 
Minneapolis 16, Minn. 


SALESMAN: WITH CAR, TO TRAVEL 
New England for established screw and _ bolt 
company, will take over active accounts. Hard- 
ware experience desirable. Address: Box B-356, 
care of Harpware Acez, 100 East 42nd St., New 
York 17, N. Y. 


Help Wanted 


MANUFACTURERS’ REPRESENTATIVE 
WANTED—New York State exception of Metro- 
olitan New York City and Pennsylvania West 
of Harrisburg. Now calling on hardware jobbers 
and chain stores. To carry well known lines one 
of which is nationally known electric power tools. 
No objection to other non-competing lines. State 
full particulars. Address: Box B-334, care of 
oe Ace, 100 East 42nd Street, New York 














EXPERIENCED SALESMAN COVERING 
BALTIMORE, WASHINGTON and vicinity is 
open for a manufacturer’ s line or a specialty line. 
Calls on hardware stores, lumber yards, builders 
supply houses, etc. Best of references. What 
have you? Address: Box B-345, care of Harp- 
wae Ace, 100 East 42nd St., New York 17, 


MANUFCTURERS REPRESENTATIVE 
now representing two outstanding accounts de- 





sires one additional line. Complete coverage of 
hardware jobbers and mill supply houses in 
Louisiana, Mississippi & Alabama. Address: 


J. Preston Perilloux, Jr., 529 Iberville St., New 
Orleans 16, La. 


ALABAMA—FLORIDA—GEORGIA 


Manufacturers Agent representing leading belt- 
ing manufacturer desires one additional non- 
conflicting line sold through hardware whole- 
salers and/or industrial distributors. 


Address Box B-285, care of HARDWARE AGE 
100 E. 42nd St., New York 17, N. Y. 

















MANUFACTURER AGENCY _ ESTAB.- 
LISHED TWENTY-FIVE YEARS covering 
Hardware Jobbers in Pennsylvania, Maryland, 
District of Columbia and Eastern New York (ex- 
clusive of New York City) can promote sales of 
several additional reputable lines. Address: Box 
B-327, care of Baagwaes Acg, 100 East 42nd St., 
New York a Hi Fe 


MANUFACTURERS REPRESENTATIVE 
COVERING INDIANA, Kentucky and Western 
Ohio interested in adding to present lines—build- 
ing and hardware supply. Aggressive represen- 
tation guaranteed. Harold W. Kaplan & Asso 
ciates, 5649 Haverford Avenue, Indianapolis, Ind. 








TRAVEL—FLORIDA WANTED GAS AND 
ELECTRIC, water heaters, ranges. Would we! 
come an opportunity to show you the kind of 
sales results that can be achieved here. Lived 
here and traveled the state for the past 15 
years. Address: Box B-358, care of Harpware 
Ace, 100 East 42nd St., New York 17, N. Y. 


Help Wanted 











28-34. Salary and expenses. 





WANTED — 
SALES PROMOTION MAN FOR GARDEN SUPPLY LINE 


the man we are looking for is energetic and ambitious. 
tageous to have a background in the wholesale or retail hardware field. This 
man will travel extensively doing promotional work at the retail, and, to a lesser 
degree, at wholesale level. This is a good opportunity to advance in the hard- 
ware business with leading eastern manufacturer. 
Submit resume giving all details including age, 
marital status, education and exeriences. 


Address: Box B-359, Care of HARDWARE AGE, 100 East 42nd Street, New York 17, & Y. 


It would be advan- 


Prefer man between ages of 








MANAGER WANTED—Old line ay, 7 ir 
Northern Ohio plans additional expansion 
operating three new modern hardware, house 
wares, and paint stores in large shopping centers 
The man we seek is thoroughly experienced in 
store management and merchandising. He is 
cooperative within an organization, reliable, 
capable, enthusiastic, and wants to plan for his 
future. This man will start with a good salary. 
however, his own initiative and ability will de- 
termine his total income for he will realize a 
percentage of his store profits. All replies con- 
dential Address: Box B-343, care of Harp- 


vane Acz, 100 East 42nd Street, New York 17, 





FORMER CHAIN STORE EMPLOYEES 
WANTED by small three store chain. We sell 
furniture, hardware, appliances, farm supplies 
and some plumbing. Outside salesmen, depart 
ment managers, store managers needed because 
of expansion program. Not a get rich quick 
program but solid for the future for the right 
men, Openings available in Western Kansas 
Write giving experience, age, and salary desired 
to Address: Box B-336, care of Harpware Ace 
100 East 42nd Street, New York 17, N. Y. 
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Business Opportunities 





EXPERIENCED HARDWARE MAN, COL- 
LEGE TRAINED in Business Administration, 
desires position as manager or assistant manager 
of a hardware store. Ability proven in 
record. If you are planning to sell or retire 
because of age or health, let me keep that in- 
come coming in for you. Best of reference fur- 
nished. Address: Box B-342, care of HARDWARE 
Ace, 100 East 42nd Street, New York 17, N. Y. 





HARDWARE MAN, 42, FIFTEEN YEARS’ 
EXPERIENCE, wholesale builders, shelf, cabinet 
hardware, mill supplies, house furnishings, 
garden supplies, etc., thoroughly experienced in 
all phases of business, College education, ap- 
pearance and well spoken—capable of full super- 
vision, inside or outside position, New York 
Metropolitan district. Address: Box B-317, care of 
anewreae AGE, 100 East 42nd Street, New York 





Business Opportunities 








SANTA BARBARA, California. 
HARDWARE STORE, 40 yrs. in 100% 
location. Excellent reputation, business, 
earnings, lease. Price $150,000 incl. in- 
ventory. Terms. To be sold as going 
business only. Owners retiring. R. S. 
Bennett, 1018 State Street, Santa Bar- 
bara. Phone 5-3044, 








COLLECTIONS SLOW?? 


Stop worrying with collection letters and 

bothersome details. Our Ready-to-Mail 

Collection series will save time. Save 

letter writing . . . AND GET RESULTS. 

300 Colorful reminders, assorted messages to 
enclose with statements. 


200 ive letters in series of four 
Printed, statement sine, ready $0 malt 
ALL for only $9.95 post paid. Our instructive 
Collection Manual included FREE. You will be 
pleased or return remaining forms in 30 days 
for full refund 
Mail your check with this ad to 
H. H. GRANGER & ASSOCIATES 
Box 8275, Chattanooga, Tenn. 





YOUR COMMUNITY NEEDS 
A TOOL RENTAL SERVICE! 


We show you how to start a profitable 
new business or add a traffic building 
tool rental department in your store. Pro- 
fessionally pl d and pre-tested sales 
aids get you started right. Puts you ahead 
of competition. "Do it Yourself With 
Rental Tools" market is ready made and 
waiting. For complete details on ex- 
clusive franchise for your area write 


Allied RenTool Service 
Yardley 1, Pa. 














GENERAL HARDWARE STORE. 35’ x 50’ 


all glass frontage. Living quarters over store, 
also warehouse 40’ 
Village. 

mortgage. 
prise. Suitable for small industry, inquire. Ad- 
dress: Box B-350, care of Harpwarge Ace, 100 


x 60’—Only hardware in 
Sacrificing due to health. Will accept 
No restrictions on any kind of enter- 


East 42nd Street, New York 17, N. Y. 





stantial central Oregon community. 4 
Good reasons for selling. Stock and fixtures ap 
proximately $18,000.00. For details write owner, 
John Cuffin, 944 Bond Street, Bend, Oregon. 








DOWN PAYMENT 


of ten per cent will buy stock and real estate 
for hardware business under one ownership 
since 1888. Dependable party of course. 


JOSEPH BINFORD & SON 
Crawfordsville, Ind. 











FOR SALE: IN NEW JERSEY 30 miles from 
New York Established Hardware store 31 years. 
Owner retiring Building and Business and Apart- 
ment. Address: Box B-362, care of HARDWARE 
Ace, 100 East 42nd Street, New York 17, N. Y. 


W ANTED—GADGETS 


We are interested in obtaining informa- 
tion on all types of gadgets and quick 
demonstration items retailing for $1 or 
less and suitable for sale in demonstra- 
tion booths in 5&10's. 

Address: P. O. Box 167, N. Y. 8, N. Y. 


FOR SALE ATTRACTIVE MODERN 
HARDWARE STORE well established in sub- 
Clean stock 

















FOR SALE BY OWNER, HARDWAR; 
STORE in Oregon town of about 5000, Count 
Seat, farming and lumbering. New modem 
building and new fixtures in 1950. Located i, 
best shopping block in town. Will sell fixture 
and stock, give long term lease on building 
Address: Box B-339, care of Harpware Ag 
100 East 42nd Street, New York 17, N. Y. 


MODERN HARDWARE BUSINESS | 
LOCATED ON FLORIDA'S west coast 


Fast growing community. Stock and Equipment 
$26,000.00. Will sell at inventory. on has 





other interest. 


Address Box B-335, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











HARDWARE APPLIANCES — BUILDERS 
SUPPLIES— PAINTS— HEATERS—STOVEs 
—KITCHENS—6 year average sales $135,000 
annually; established 1904 by present owner 
downtown location; nearbyy town; A-1 franchises 
modern equipment; we highly recommend this 
store; priced under $75,000 including large clea 
—, APPLE CO., BROKERS, CLEVELAND 





HARDWARE BUSINESS IN CENTRAI 
MONTANA TOWN FOR SALE: OLD ES 
TABLISHED business in good agricultural com 
munity doing nice yearly volume, 40’ x 8 
Stone Store Building with warehouse and gar 
age adjacent, inventory about $10,000. Reason 
for selling, manager and part owner deceased 
$12,500 cash required, terms balance, Centra 
Montana Company, Lewistown, Montana 


FOR SALE: SACRIFICE, ESTABLISHET 
HARDWARE STORE in lower Delaware. Ok 
location. New Modern Hardware Assoc. Fixtures 
Inventory about $20,000.00, all new. Two-story 
brick building with metal building attached ip 
the rear can either be bought or leased at low 
rental. Must sell because of ill health. Address 
Box B-363, care of Harpware AGE, 100 Eas 
42nd Street, New York 17, N. Y. 








Top Management: 





YOUR BOOST IS NEEDED MOST 
IN THIS CAMPAIGN TO BUILD EVERYONE'S INDEPENDENCE 


The present period marks an important 
campaign to strengthen the financial inde- 
d of the nation’s people. You and 





SPECIAL LOT 


Reprocessed body and fender files, flat and 
half round both with tang, and without tang. 
Priced way below factory cost. 


BIRD SPECIALTY CO. 
46-26 Vernon Bivd. Long Island City, N. Y. 











WANTED TO PURCHASE: Retail Hardware 
Store with related lines doing annual volume of 
$150,000 or mere showing consistent profit. Lo- 
cation must be in Chester County vicinity, Potts- 
town, Pa., in or near Canton, Ohio or in North 
Carolina. Please give all details of volume, profit, 
Jines carried, facilities, asking price, etc. Ad- 
fress: Box B-341, care of HarpwarE AcE, 100 
East 42nd Street. New York 17, N. Y. 
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other leaders of industry will be the princi- 
pal deciders of the success of this campaign. 
It's the Treasury Department's Independence 
Drive to increase purchases of United States 
Savings Bonds. And the Payroll Savings 
Plan, now operated by 21,000 companies, is 
responsible for the greatest share of Series 
E Bond sales. 


If your company doesn’t have the Payr 
Savings Plan, now’s the time to install it! 


If your company does have the Plan, now! 
the time to put extra push behind it! 

Employees who pile up money in Saving 
Bonds feel more secure . . . are actually 
better workers. Moreover, Bond sales builé 
a back-log of future purchasing power—go0r 
“business insurance” for all of us in the 
years ahead. 

This is your country—and it’s your Drive 
Help to put it over! All the material 
assistance you need are available from 
your State Director, Savings Bond Division 
U. S. Treasury Department. 


The Treasury Department acknowledges with appreciation 


the publication of this message 


HARDWARE AGE 


This is an official U. S. Treasury advertisement 


” 


go FOR my 
@ 
Von 


Payno 


prepared under the auspices of the Treasury Department and The Advertising Council. 
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MARSHALLTOWN TROWEL COMPANY 
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HYPONX 


PLANT FOOD 


‘AST SELLING, NATIONALLY ADVERTISED 


Now demanded by millions for houseplants, flowers, vegetables, lawns, 
ones. Produces vigorous, beautiful growth in all plants 





# 333 


‘l-oz. makes 6 galtons liquid plant food. 


Retails Your Cost 
l-oz. pkt. 10c..... 72 to case wt. 7 Ibs...... $4.80 case 
3-oz. can Ho renee 36 to case wt. 12 Ibs...... $6.00 case 
T-oz. can 50c..... 24 to case wt. 14 bbs...... $8.00 case 
1-Ib. can $100 ececs 12 to case wt. 16 Ibs...... $8.00 case 


Also packed in 10-Ib., 25-Ib., 50-Ib. and 100-Ib. drums 
If your jobber cannot supply you, order direct. 


S quickly. Pays 
profit. Attractively packaged for display. Does not deter- 
an, odorless and SAFE. Dissolves instantly in water for use 
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Hurricane 


ROTARY POWER MOWER 


PARTS and SERVICE 
When you sell the quality Hurri- 
cane line you're sure of Jasting 
customer satisfaction. Hurricanes 
are built for lifetime service. No 
model ever becomes obsolete. The 
newest improvements fit the oldest 
Hurricane made. Parts are always 
available for all machines . . 
orders shipped from the factory 
the day received! 


eed by 


Write for Hurricane facts: 








Hurricane Customers 
Are Satisfied Customers 








HYDROPONIC CHEMICAL CO., Inc 


., Copley, Ohio, U.S.A. 









NATIONAL METAL PRODUCTS CO., 
Dept. HA, 2722 Cherry St. 


INC. 
Kansas City 8, Mo. 











SELL 


BUS EUS 


See Your Jobber or Write For Your Nearest Distributor 












Greater Volume! Bigger Profits! 


PHOENIX TABLE MAT CO.,1718 E. 75th Street, Chicago, 49 


WORLD’S FINEST STOVE and 
ALL-PURPOSE UTILITY MATS 


More Sales! 












WATER HEATER 
REPAIR COILS 


Fer old, new and 
ebsolete heaters 
100 DIFFERENT MAKES 
Single, Double, Triple, 
lastantaneous, Multi-Coll 
Send for Catalog tye 
DORMONT MFG. CO. 
1314 High Street Pittsburgh, Pa. 





MANUFACTURERS AGENTS WANTED 


TOPPER 


TRADE MARK REGISTERED 
NON-PENETRATING—WASHABLE 
FLAT OIL PAINT 


The teps for all cop ands ourfaces ané cotlings. 
Stande, wn to 50% reduc greatest value em te 


GILLESPIE VARNISH CO. 
131 DEY ST., JERSEY CITY 6, &. J. 
By the Makers of Bulldog Remover 









Dealers Wanted: 
FOR NEW BETTER 
SICKLE SHARPENER 


Tungsten carbide tip 
sharpens sickle in the 
field without removing 
from machine—saves 
BORST CO time, money—“Quick- 
* Sharp” is low priced 
Box 186 with good profit. 
MOLINE, ILL. Write for details. 
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His Hardware Age 
Ad. Brought Results— 


“As a Manufacturers’ Representative, 
getting the HARDWARE AGE is a 
necessity, especially in view of the fact 
that | have secured several desirable 
lines through the Advertisement | 
placed in the AGE in December. With 
best wishes for your continued success.” 
Sincerely yours, 


A Satisfied Advertiser 











MEET HANSER'S HUSTLERS! 


ing directly for yeu, Te yeu 
Complete Coverage in 


a wrarus; NEW 






J 14 
or COLUMBIA: VIRGINI 


The HARRY HANSER 
ORGANIZATION 


M Y Ke 2 


1841 Broadway, New York 23, N.Y. 
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| CHAIR-LOC 


Amazing New Liquid 

S-W-E-L-L-S Wood 

© Penestrates weed fbree— 
makes them e-x-p-8-8-¢ 
permanen 







A Fast-Selling impulse Item 
Write ter Free Samples avd 
Litersture 
CHAIR-LOC CO. 
Lakehurst 3, N. J. 














Looking for New Merchandise ? 


There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
chandise by reading “What's New," which appears in every issue on page 12. During each month HARDWARE 
AGE brings you more listings of new merchandise than any other hardware magazine. 


HARDWARE AGE 





100 East 42nd Street 


New York 17, N. Y. 
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SLIDING DOOR HARDWARE 








The full line of Coburn Sliding Door Hardware gives you 
a broad base of customer coverage... goes over big with 
home owners, farmers, builders and industrial users. 


Send for catalog and price list 


SPESCES SIEEL 


DIVISION 
AND IRON CORPORATION 


Sales and Engineering Office, 56 Sterling Street, Clinton, Mass. 


COBURN PRODUCTS 


WICKWIRE 
THE COLORADO FUEL 











EVERY HAGER HINGE SWINGS ON 100 YEARS OF EXPERIENCE 






There’s a 
HAGER 
HINGE 

for Every 

Building 
Need! 
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“HAGER” 
on Hinges 








your guarantee 


of satisfaction 
EVERY TIME! 





leading builders everywhere! 


ance. 


- vvvyv 


finishes. 


NATIONAL MANUFACTURING CO. 


Simple, modern designs. 
The finest of basit materials used. 
Precision construction and operation. 


Long, smooth, friction-free perform- 


Lasting, attractive, protective 





50 Years a sales leader 


in the trade. 


STERLING 


ILLINOIS 


7 


Vedonal Builders’ Hardware | 


Always a favorite with architects and 


eeeeeereeeeseeeees 











GUARANTEED 


MONEY REFUNDED IF 


NOT SATISFIED 


TRY IT YOURSELF! 
SEND FOR FREE SAMPLE 
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* THIS WEEK e 
+ CAPPERS FARMER 
«AMERICAN FAMILY ° aol 
* WESTERN FAMILY es 





NATIONALLY 
In leading consumer pu’ 
CIRCULATION cove 


+ CAPPERS WEEKLY 
* AMERICAN HOME 
* TODAYS WOMAN 
+ FAMILY CIRCLE 
© PARENTS MAGA 
© AMERICAN WEE 


* HOUSEHOLD 

+ GRIT WEEKLY 
* FARM JOURNAL * 
2INE* BETTER 
KLY* EVERY W' 


ADVERTISED 
ns Ww 

ae ah towns and villages 

LADIES HOME JOURNAL 

* CHRISTIAN SCIENCE MON. 

© WEEKLY STAR FARMER 


ring 45,000 cities, 


© SUCC. FARMING ° DAILY 








ith 70,000,000 


* BETTER HOMES & GRONS. 
° PROGRESSIVE FARMER 

* 6009 HOUSEKEEPING 
WOMANS HOME COMP. 
LIVING © COUNTRY GENTLEMAN 
OMANS * WEEKLY NEWSPAPERS 
NEWSPAPERS 














N.Y. 51 








STEADY YEAR "ROUND REORDER I1tM 
FREE ZUD SAMPLES included with merchandise 


RUSTAIN PRODUCTS , 240 £. 152 St 
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* PRACTICAL * STURDY 
* UNEXCELLED 

Gray Iron, Jaws Accurately 

Machined, Polished and Lac- 

quered, Will not rust or tarnish. 

Baked Enamel Finish. Quality 


at Low Price. Check B & C for 
Vises, Clamps, Hand Tools. 


See Your Jobber or Write 


tue BRINK & COTTON mec. co 


te aN STREET @ B88 OGEPORT ONN 
































CHISELS OF HIGHEST QUALITY /* 


Long-lasting, fine cutting edges . . . socket butt, short socket : 
firmer of short socket types... green plastic or hickory handles. ? 


acc <<, ¢ 


Hand Tool Quick 
Reference File 


'‘ GREENLEE | 





GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 





Adjust the CLIP to HOLD the TOOL! 


A-D-J-U-S-T-A-B-L-E 
FINGER 
ADJUSTABLE GRIP CLIP 


Holds Anything with a Handle 

KEEPS SHAPE PERMANENTLY 
5a Small—3 for 10¢—Medium—8¢ ea. (2 
y) § for 18¢) Large—I0¢ each. | 

Runnin Slightly higher on Weat Coast 


JUST TURN THE SCREW ... that’s all you do. 


























EASY TO INSTALL— ASK YOUR JOBBER 
EASY TO ADJUST— A. |. PLATT CO. 
A PLEASURE TO USE 170 Kenwood Ave., Fairfield, Conn. 











SHOPMASTERS 


NEWEST SENSATION 


COMBINATION 
POWER TOOL 


For Information 
Write Dept. HA-8 
1214 S. 3rd St., 
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PARAGON SPRAYERS 


Single wheel truck 
if specified 


Rubber tires 
optional 






































Paragon Sprayer No. 3 delivers a uniform spray 30 to 40 
feet from the nozzle and completely covers an area of more than 
1200 square feet. It protects a full-grown tree as easily as a seedling 
or a potted plant. 

The Paragon pump is not submerged, insuring longer life. Strainer 
reaches the very bottom of the container and is cleaned by every 
stroke of the pump handle. Agitator prevents solution from settling 
in container. Will not clog. Wide wheel rims make this sprayer stand 
steady on uneven ground. 16-inch wheels make wheeling easy. 


Write for catalog and prices 


THE CAMPBELL-HAUSFELD CO. 


46 State St. Harrison, Ohio 











KINGSTON 


ROLLER SKATES ‘=. 


, INTHE & 
Ge WF scsi PRICE QG 
i> MARKET = 


FOR COMPLETE 
INFORMATION 


MODELS FOR ALL AGES 
KINGSTON PRODUCTS CORP., HWD. DIV. H-8 Kokomo, Ind, 











You Make News 


What you do is news to thousands of other 
hardware dealers who read HARDWARE AGE. 
They’re interested in knowing of your plans 
to remodel, of new partners, stores sold or 
bought, anniversaries, etc. 

Write us a short note about any of your 
activities you feel would be of interest to 
others who read the News of the Trade regu- 
larly in ILA. Don’t worry about style. Just 
give us the facts briefly ; we'll do the rest. Ad- 
dress your note to the Editor, HARDWARE AGE, 
100 E. 42nd St., New York 17, N. Y. 
























BRASS & ALUMINUM B 


OUND - OPEN HAND HOLES VW Ne) Niu i, | 
gary, double angle bindings thot NEVER ar 


0142AB 42 
EXACT LEVEL & TOOL MFG. CO., INC 


HIGH BRIDGE, N. J.— World's 


 eeetonmemasaminen B” , 


° =O148AB 
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Check these features with the 
shelf hardware line you're now carrying... 


Delivery —-immediate shipments made on all orders. : 

Packaging——all items are unit packaged in durable, attractive 
reinforced boxes for shelf use. 

Low Prices—no leader items, but consistent low prices. 

Sales Aids—free display and merchandise boards. 

















SOLD THROUGH JOBBERS EXCLUSIVELY 
You can handle this complete line of rust-proof shelf hard- 
ware staples and specialty items by contacting your own job- 
ber; or, drop us a card with the name of your jobber on it, 
we'll send him our new illustrated catalog and revised price list. 
REPRESENTATIVES—CHECK ON OPEN TERRITORIES 
In Canada: Dorkin Bros., 408 McGill St., Montreal, Canada 


(JOSEPH HALL CO. 


3420 MARKET STREET PHILA. 4, PA 












DOMES or 
SILENCE 


Best-known, quickest-selling 


FURNITURE GLIDES 














Ask your jobber or write— 






ON 
REMC Bakelite Fur- pn 
niture Rests ” 
and Caster Cups; Upholstery Nalis; 1V” 
Thumb Tacks; Screw Bumpers. PINTLE TYPE Sizes, 1/2”, 2” PINTLE TYPE Sizes, 2”, 236” 2” = DRIVE ON 1 YrL—ae.cs, 2”, 296” 


REMCO BAKELITE FURNITURE RESTS 







DRIVE 








DOMES of SILENCE Division of ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. ” a 
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NAT SAYS: 
"Make it your buy-sign 
... always’ 


For your convenience, we can’t repeat too often, 
“National makes the most complete line of fasteners 
for the hardware trade”’. 

With a complete line, National offers you extra 
ease and extra economy in ordering. PLUS, the 
sales advantages of distinctive red and black cartons 
with easy-to-read identification labels that help 
make stock handling ... faster... easier. The shiny 
black boxes resist soiling and fingerprints, always 
give your fastener shelves a snappy appearance. 

Take Nat’s advice ... make National your buy- 
sign always for the best in fasteners, uniform in 
quality and in packaging. For full information on 
the complete National line, write us today. 

























Wood Screws « Machine Screws « Nuts « Cap Screws 
¢ Tapping Screws ¢ Stove Bolts « Carriage Bolts « 
Lag Bolts « Machine Bolts « Cotter Pins 







THE NATIONAL SCREW & MFG. COMPANY 
Cleveland 4, Ohio 


Pacific Coast: National Screw & Mfg. Co. of Cal. 
3423 South Garfield Ave., Los Angeles 22, Cal. 
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FASTENERS gf HODELL CHAINS CHESTER wom f 
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FASTER, BETTER “QUICK SERVICE 
.. With SHAPLEIGHS new check-out counter 


74 





Streamline your service and build your profits 
with this handsome counter finished in light 


mahogany with oak trim. 


LET. SHAPLEIGH’S MODERNIZATION DEPARTMENT 
BEAUTIFY AND STREAMLINE YOUR STORE THROUGHOUT 


Shapleigh experts will make a thorough study 
of your entire store and redesign it for peak 
efficiency and customer attraction. 


SHAPLEIGH HARDWARE COMPA 


Shapleigh Notional Series No. 2531 


| 





